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Executive	  summary	  
	  In	  January	  2012	  we	  started	  working	  on	  this	  bachelor	  thesis	  in	  cooperation	  with	  the	  Norwegian	  company	  Fleischer	  Couture.	  Additionally	  this	  report	  is	  written	  during	  the	  past	  six	  months	  with	  methodology,	  an	  analysis	  of	  Fleischer	  Couture	  and	  the	  French	  market	  in	  order	  to	  answer	  our	  research	  question;	  	  	  
“What	  is	  Fleischer	  Couture’s	  market	  potential	  in	  the	  French	  Alps?”	  	  First,	  collected	  articles	  and	  literature	  that	  take	  the	  marketing	  discipline,	  socio-­‐cultural	  trends	  in	  France	  and	  the	  fashion-­‐industry	  into	  account	  –	  Thus	  this	  gave	  us	  background	  information	  to	  help	  us	  carry	  out	  our	  research	  objectives	  and	  generate	  an	  hypothesis	  we	  could	  test	  with	  methodology.	  The	  hypothesis	  was	  tested	  with	  focus	  group	  interviews,	  a	  survey	  and	  an	  experiment.	  A	  further	  exploration	  of	  the	  findings	  indicated	  what	  a	  possible	  segment	  for	  Fleischer	  Couture	  value	  when	  they	  buy	  winter	  clothing	  and	  their	  perceptions.	  	  	  Secondly	  we	  continued	  with	  an	  internal	  analysis	  of	  Fleischer	  Couture,	  their	  strategic	  capabilities,	  business	  culture	  and	  their	  value	  chain	  activities	  in	  order	  to	  comprehend	  their	  strengths	  and	  weaknesses.	  In	  consequence,	  we	  find	  Fleischer	  Couture	  as	  a	  company	  with	  limited	  resources	  and	  international	  marketing	  knowledge.	  In	  spite	  of	  this,	  Fleischer	  Couture	  has	  competitive	  advantages;	  a	  business	  culture	  with	  shared	  values,	  managerial	  control	  over	  their	  value	  chain	  activities,	  and	  nonetheless	  a	  strong	  know-­‐how	  within	  design	  and	  branding.	  In	  conclusion	  Fleischer	  Couture	  have	  internal	  strength	  that	  can	  generate	  future	  growth	  at	  international	  markets.	  	  	  Third,	  the	  external	  analysis	  formed	  a	  further	  understanding	  of	  the	  macro	  and	  micro	  forces	  in	  Fleischer	  Couture’s	  environment	  and	  the	  effect	  those	  forces	  have	  on	  the	  fashion	  and	  clothing	  industry.	  Thus,	  the	  observation	  of	  all	  the	  relevant	  factors	  and	  their	  impact	  was	  enlightened	  through	  suggested	  framework	  and	  recommended	  theory.	  Some	  noteworthy	  findings	  are	  the	  competitive	  rivalry,	  the	  socio-­‐cultural	  trends	  in	  France	  with	  increased	  focus	  on	  environmental	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issues,	  tourism	  in	  the	  alps,	  consumer	  trends,	  purchasing	  habits	  and	  finally	  that	  the	  French	  use	  outdoors	  activities	  as	  a	  way	  to	  safeguard	  their	  health.	  	  	  	  Finally,	  we	  did	  an	  analysis	  of	  Fleischer	  Couture´s	  strength,	  weaknesses,	  opportunities	  and	  threats	  with	  the	  SWOT	  framework	  based	  on	  findings	  from	  the	  methodology,	  internal	  and	  external	  analysis.	  In	  conclusion	  we	  have	  suggested	  an	  entry	  mode	  for	  Fleischer	  Couture	  to	  the	  French	  market	  that	  should	  be	  export	  through	  an	  agent	  and	  will	  present	  recommended	  marketing	  mix,	  segmentation,	  target	  and	  positioning	  strategies.	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“In order to be irreplaceable one must always 
be different” - Coco Chanel  
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1. Introduction	  
	  	  
1.1 About	  the	  project	  –	  Specific	  Aim	  
	  This	  project	  is	  a	  part	  of	  our	  final	  thesis	  project	  for	  BI	  Norwegian	  Business	  School	  in	  Norway	  during	  our	  last	  semester	  at	  the	  Franco-­‐Norwegian	  Program	  with	  Grenoble	  Ècole	  De	  Management.	  	  In	  cooperation	  with	  the	  Norwegian	  company	  Fleisher	  Couture	  we	  have	  written	  this	  report	  they	  can	  use	  as	  a	  strategy	  for	  possible	  export	  of	  their	  products	  to	  the	  French	  market.	  Moreover,	  it	  will	  hopefully	  help	  them	  to	  expand	  their	  business	  and	  lead	  forwards	  as	  one	  success	  story	  for	  Norwegian	  design	  and	  clothing	  industry.	  	  
1.2	  Main	  objective	  
The	  main	  objective	  of	  this	  report	  was	  to	  determine	  if	  there	  was	  any	  potential	  in	  France	  for	  Fleicher	  Couture	  and	  after	  using	  methodology,	  literature	  reviews,	  internal,	  external	  and	  strategic	  analysis	  give	  them	  our	  recommendation	  for	  exporting	  their	  products	  at	  the	  French	  market.	  	  
1.2 Research	  question	  
	  	  “What	  is	  Fleischer	  Couture	  market	  potential	  in	  the	  French	  Alps?”	  
	  
1.4	  Conceptual	  Background	  The	  conceptual	  background	  is	  divided	  in	  two	  main	  parts.	  First	  we	  will	  present	  our	  methodology	  that	  includes	  a	  qualitative	  part	  with	  literature	  review	  of	  consumer	  behaviour,	  the	  market	  trends	  and	  moreover	  an	  explorative	  design	  with	  focus	  group	  interviews.	  From	  that	  information	  we	  created	  a	  survey	  in	  a	  representative	  group.	  In	  the	  second	  part	  we	  will	  discuss	  an	  internal	  analysis	  and	  the	  external	  environment	  based	  upon	  findings	  in	  published	  market	  research	  and	  from	  the	  methodology.	  Moreover,	  all	  the	  information	  is	  enlightened	  in	  a	  SWOT	  framework	  used	  as	  a	  basis	  for	  a	  marketing	  mix	  and	  the	  strategy	  for	  entry	  mode	  before	  we	  will	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  13	  
present	  our	  conclusion	  and	  recommendations.	  The	  company	  will	  be	  described	  as	  FC	  instead	  of	  Fleischer	  Couture	  through	  the	  remaining	  paper	  due	  to	  practical	  reasons.	  	  	  
1.5	  Limitations	  This	  project	  should	  be	  read	  with	  the	  following	  limitations	  in	  min:	  
• We	  focused	  on	  FC	  Jacket	  collection	  and	  the	  other	  products	  in	  the	  portfolio	  did	  not	  have	  the	  same	  impact	  on	  this	  report	  and	  our	  strategy	  recommendations.	  	  	  
• Our	  research	  is	  conducted	  in	  the	  region	  of	  Rhône	  –Alps	  and	  the	  surrounding	  area	  of	  Grenoble	  with	  little	  or	  no	  focus	  on	  the	  rest	  of	  the	  Regions	  in	  France.	  This	  is	  based	  upon	  time	  and	  financial	  limitations,	  but	  the	  decision	  is	  however	  based	  on	  the	  by	  results	  from	  our	  findings	  we	  will	  discuss	  later	  in	  the	  report.	  In	  conclusion	  this	  report	  should	  not	  be	  used	  as	  a	  background	  for	  strategy	  in	  France	  in	  general.	  	  
• In	  the	  methodology	  we	  sent	  our	  survey	  through	  the	  GEM	  database	  to	  women	  between	  18	  -­‐30	  years	  because	  this	  report	  is	  written	  under	  a	  tight	  schedule	  and	  we	  wanted	  as	  much	  answers	  as	  possible	  within	  tour	  target	  group.	  Thus;	  the	  answers	  are	  from	  both	  national	  and	  international	  students.	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2.	  Company	  profile	  and	  background	  	  
	  
2.1	  Company	  Profile	  Fleischer	  Couture	  is	  an	  elegant	  brand	  from	  Norway	  known	  for	  their	  collection	  that	  is	  designed	  for	  outdoor	  and	  contemporary	  women.	  The	  features	  of	  Fleischer	  Couture	  (hereunder	  called	  FC)	  that	  differentiate	  them	  from	  other	  brands	  is	  that	  the	  collections	  are	  made	  of	  innovative	  design	  and	  a	  great	  combination	  of	  functional	  textures	  with	  colours	  for	  women	  that	  want	  to	  stand	  out	  from	  the	  crowd.	  The	  two	  girls	  behind	  FC	  are	  dressing	  up	  women	  in	  their	  dreaming	  design	  in	  a	  variety	  of	  colours	  that	  are	  bright	  hues	  of	  coral,	  blue,	  turquoise	  and	  purple.	  	  Today	  the	  product	  line	  is	  sold	  from	  Oslo	  in	  south	  to	  Svalbard	  in	  north.	  	  Their	  goal	  was	  mainly	  to	  design	  a	  winter	  coat	  that	  women	  can	  wear	  during	  the	  Norwegian	  winter	  and	  the	  cold	  weather	  –	  and	  they	  aim	  to	  be	  the	  first	  choice	  for	  the	  trendy	  customer.	  	  FC	  is	  inspired	  by	  girls	  who	  dare	  to	  put	  own	  ideas	  into	  action	  and	  with	  a	  burning	  desire	  for	  what	  they	  are	  doing.	  (Kler	  kvinner	  I	  deres	  
drømmer,	  Eline	  Hvamstad	  2010)	  	  	  
2.2	  Background	  
The	  background	  for	  creating	  FC	  is	  the	  importance	  of	  the	  right	  clothes	  when	  out	  in	  the	  nature.	  (Fleischer	  Couture	  Business	  Plan,	  2010)	  The	  company	  was	  born	  in	  2006	  when	  they	  launched	  their	  first	  jacket	  collection.	  Two	  years	  after	  the	  setup	  the	  company	  had	  great	  success	  and	  launched	  soft	  wool	  and	  silk	  underwear,	  socks	  and	  hats	  inspired	  by	  the	  cold	  climate	  in	  Norway.	  The	  designer	  and	  founder	  of	  FC;	  Maja	  M.	  Fleicher	  is	  very	  active	  in	  the	  nature,	  hence	  she	  have	  a	  good	  understanding	  for	  what	  women	  clothing	  need	  for	  these	  activities.	  Thea	  Sund	  Hell	  has	  a	  background	  within	  the	  marketing	  aspect	  of	  branding	  and	  contributed	  to	  the	  business	  concept,	  the	  name	  of	  the	  brand,	  Image	  and	  as	  a	  consultant	  in	  design.	  FC	  collaborated	  with	  one	  of	  the	  largest	  manufactures	  of	  outdoor	  clothing	  in	  Russia	  called	  Red	  Fox.	  The	  team	  with	  experienced	  mountaineers	  and	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engineers	  from	  Red	  Fox	  helped	  FC	  with	  development	  and	  the	  production	  of	  the	  FC	  prototypes	  and	  served	  as	  a	  supervisor	  for	  FC	  with	  their	  broad	  knowledge	  and	  experience	  in	  order	  to	  produce	  the	  best	  possible	  product	  line.	  	  	  
	  
2.3	  Organization	  Structure	  The	  owners	  manage	  the	  main	  activities	  in	  the	  FC	  head	  office	  in	  Oslo	  where	  the	  design,	  sale	  and	  marketing	  activities	  take	  place.	  (Fleischer	  Couture,	  Business	  plan,	  2010)	  The	  operation	  also	  includes	  inbound	  logistic,	  outbound	  logistics	  and	  transportation	  to	  the	  distribution.	  The	  storage	  is	  located	  close	  to	  the	  head-­‐office.	  FC	  distributes	  and	  sells	  their	  clothes	  through	  47	  retailers	  from	  south	  to	  the	  north	  in	  Norway	  they	  have	  a	  close	  relationship	  with.	  The	  production	  is	  outsourced	  to	  “UNIVERN”	  a	  Norwegian	  production	  company	  with	  factories	  in	  both	  China	  and	  Pakistan.	  	  The	  factories	  have	  been	  great	  contributors	  to	  produce	  after	  FC	  wishes	  with	  the	  quality	  clothes	  FC	  represents.	  	  	  
2.4	  Business	  Plan	  “Fleischer	  couture	  aim	  to	  create	  functional	  outdoor	  clothing	  of	  high	  quality	  and	  environmentally	  friendly	  materials,	  specially	  produced	  and	  designed	  by	  women	  for	  women”	  	  
2.5	  Mission	  “Be	  a	  specialist	  within	  outdoor	  clothing	  for	  women,	  innovative	  and	  with	  focus	  on	  quality.	  FC	  commit	  to	  environmental	  protection	  and	  aim	  to	  be	  more	  environmentally	  friendly	  within	  their	  production	  over	  time.”	  
	  
2.6	  Vision	  “FC	  wish	  to	  create	  a	  shared	  Image	  of	  their	  ambitions	  with	  the	  customers	  and	  shareholders	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2.7	  Main	  Values	  FC	  has	  three	  values	  and	  main	  pillars	  behind	  their	  corporate	  culture	  that	  ought	  to	  guide	  future	  strategies.	  	  	  
Quality	  The	  clothes	  shall	  work	  in	  all	  kinds	  of	  weather	  because	  this	  is	  essential	  for	  good	  experience	  in	  the	  mountains	  and	  provide	  the	  customer	  with	  a	  total	  and	  outstanding	  quality	  experience.	  	  
Innovative	  FC	  shall	  have	  a	  combination	  of	  traditional	  outdoor	  clothing	  and	  fashion	  with	  an	  innovative	  look.	  
The	  Nature	  The	  Nature	  is	  the	  motivational	  force	  behind	  the	  FC	  strategy.	  The	  nature	  have	  so	  many	  opportunities,	  provides	  us	  with	  freedom	  and	  challenges,	  and	  it	  should	  be	  treated	  with	  respect	  in	  an	  environmentally	  manner.	  	  	  
2.8	  Sustainability	  Program	  –	  Key	  Performance	  Indicators	  
Environmental	  friendly	  fabrics	  -­‐	  Goal:	  Create	  products	  with	  environmentally	  friendly	  materials	  and	  production	  methods.	  	  
Office	  waste	  -­‐	  Goal:	  Reduce	  the	  waste	  of	  brochures	  and	  office	  waste.	  Use	  environmentally	  friendly	  papers.	  Meet	  conditions	  and	  governmental	  requirements	  when	  choosing	  raw	  materials,	  chemicals	  and	  dyes	  that	  is	  environmentally	  friendly.	  This	  requires	  documentation	  of	  waste	  reduction	  and	  reduced	  emissions.	  	  	  	  
2.9	  The	  Products	  The	  product	  portfolio	  include	  jackets,	  base	  layer	  clothing	  and	  hats	  for	  outdoors	  activities.	  (Fleischer	  Couture,	  business	  plan	  2010)	  The	  clothes	  are	  exclusively	  produced	  in	  high	  quality	  materials.	  The	  jacket	  collection	  is	  their	  core	  product	  named	  after	  famous	  mountain	  peaks	  in	  Norway	  and	  produced	  in	  limited	  editions	  with	  individual	  numbers.	  FC	  will	  in	  the	  future	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produce	  their	  products	  with	  environmentally	  friendly	  materials.	  Moreover,	  the	  jackets	  have	  a	  personal	  message	  from	  the	  designers	  and	  a	  description	  of	  the	  Peak	  that	  inspired	  the	  edition.	  (Drivhuseffekten,	  Sigurd	  Rønningen)	  The	  portfolio	  is	  illustrated	  in	  appendix	  1.	  	  
2.10	  Brand	  Elements	  The	  composition	  of	  the	  logo,	  the	  graphic	  element	  and	  relation	  in	  between	  al	  its	  components	  identify	  FC	  Image.	  (http://www.managementstudyguide.com)	  	  The	  name	  should	  immediate	  be	  associations	  with	  mountains	  and	  nature	  in	  and	  the	  elements	  should	  provide	  an	  impression	  of	  exclusivity	  and	  quality.	  Fleischer	  is	  simply	  chosen	  because	  this	  is	  the	  name	  of	  the	  designer.	  Couture	  is	  a	  word	  derived	  from	  the	  expression	  “Haute	  Couture”	  which	  means	  high	  seam.	  Haute	  Couture	  is	  made	  in	  small	  editions	  and	  stands	  for	  exclusive	  clothing.	  Hence,	  Couture	  is	  an	  appropriate	  name	  that	  mirror	  the	  quality	  of	  each	  collection	  sold	  in	  a	  limited	  edition	  every	  season.	  (http://www.merriam-­‐webster.com)	  	  	  A	  visual	  symbol	  is	  easier	  to	  remember	  for	  the	  consumer	  than	  words,	  enlightens	  recognition	  and	  creates	  attention.	  The	  logo	  of	  the	  company	  has	  root	  in	  their	  core	  strategy	  and	  contributes	  to	  the	  associations	  consumers	  should	  have	  towards	  the	  brand.	  	  Moreover	  it	  is	  a	  version	  of	  the	  symbols	  one	  can	  see	  on	  different	  maps	  that	  stands	  for	  viewpoints	  on	  top	  of	  mountains	  and	  hills.	  The	  clothes	  are	  as	  mentioned	  named	  after	  the	  height	  of	  the	  peaks	  in	  Norway	  over	  2000	  meters	  and	  the	  logo	  is	  in	  harmony	  with	  their	  products.	  The	  logo	  is	  feminine	  and	  it	  can	  be	  mistaken	  for	  a	  star,	  a	  snowflake	  or	  a	  flower	  and	  symbolize	  that	  the	  products	  is	  for	  girls	  and	  women.	  The	  name	  is	  written	  with	  a	  clear	  font	  and	  given	  the	  feminine	  touch	  it	  should	  be	  associated	  with	  rock	  or	  snow	  covered	  peaks.	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3.	  	   Literature	  review	  
	  
3.1	  Fashion	  and	  trends	  
	  The	  fashion	  industry	  typically	  embodies	  any	  product,	  service	  or	  market	  where	  there	  is	  an	  element	  of	  style	  that	  is	  likely	  to	  be	  short	  lived,	  if	  not	  constantly	  changing	  with	  trends	  (Christopher,	  Lawson,	  Peck,	  2004).	  	  The	  emergence	  of	  new	  markets	  and	  taste	  of	  luxury	  and	  high-­‐fashion	  goods	  mean	  that	  European	  and	  American	  purveyors	  of	  such	  products	  have	  begun	  to	  find	  many	  of	  their	  most	  valuable	  consumers	  far	  from	  home	  (Janson	  and	  Power,	  2010).	  	  Thus,	  with	  the	  globalization	  much	  of	  the	  clothing	  and	  designer	  goods	  manufacture	  has	  been	  outsourced	  to	  lower-­‐cost	  regions.	  (Janson	  and	  Power,	  2010)	  With	  this	  on-­‐going	  trend,	  one	  can	  make	  assumption	  of	  those	  small	  fashion	  designers	  only	  working	  domestic	  will	  meet	  a	  growing	  competition	  from	  foreign	  designers	  and	  brands.	  Moreover,	  it	  is	  of	  high	  importance	  to	  correspondingly	  expand	  to	  gain	  a	  bigger	  market	  and	  better	  profits.	  	  	  "Fashion	  is	  a	  conception	  of	  what	  is	  currently	  appropriate."	  (Daniels,	  2009)	  One	  definition	  of	  fashion	  today	  is	  that	  it	  is	  a	  conception	  of	  what	  the	  customer	  wants.	  Conversely,	  general	  fashion	  change	  slowly	  therefore	  sustainability	  is	  important	  for	  a	  company	  like	  FC	  that	  produce	  general	  fashion.	  The	  fact	  that	  they	  should	  follow	  the	  importance	  of	  sportswear	  demand	  one	  see	  today	  is	  as	  a	  cause	  from	  the	  suburban	  and	  casual	  living	  effect.	  This	  aspect	  of	  market	  trends	  is	  important	  for	  FC	  since	  timing	  a	  fashion	  and	  products	  is	  a	  matter	  of	  what	  is	  going	  on	  in	  the	  sociocultural	  field.	  By	  intelligently	  look	  at	  the	  record	  for	  general	  fashion	  one	  can	  more	  certainly	  get	  to	  know	  seasonal	  an	  accurate	  timing	  for	  products.	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Oscar	  Wilde	  said	  “A	  Woman´s	  style	  change,	  but	  their	  design	  remain	  the	  same”.	  Something	  that	  FC	  has	  implemented	  in	  their	  product	  philosophy	  as	  their	  product	  have	  the	  same	  design	  and	  features	  only	  with	  minor	  changes	  or	  new	  additions	  to	  the	  product	  line	  every	  new	  season.	  (Daniels,	  2009)	  Likewise,	  one	  can	  say	  that	  people	  today	  consider	  that	  trends	  are	  more	  important	  than	  price;	  this	  has	  made	  price	  sensitivity	  more	  virtually	  disappearing.	  Women	  buy	  more	  fashion	  to	  look	  pretty	  to	  be	  one	  of	  everyone	  else	  and	  belong	  to	  a	  certain	  social	  class.	  Therefore	  it	  is	  different	  for	  FC	  to	  communicate	  with	  more	  stylish	  products	  than	  the	  normal	  sportswear.	  	  	  We	  have	  discussed	  how	  FC	  focus	  on	  the	  general	  fashion	  and	  that	  they	  are	  moving	  towards	  a	  certain	  market.	  The	  niche	  market	  is	  a	  resource-­‐based	  view,	  and	  this	  is	  today	  a	  more	  dominant	  view	  when	  one	  creates	  a	  strategy.	  
(Toften,	  Hammervoll	  2009)	  Existing	  definitions	  of	  niche	  marketing	  have	  not	  been	  completely	  agreed	  upon.	  However,	  there	  are	  some	  characteristics	  they	  have	  in	  common;	  It	  is	  about	  thinking	  and	  acting	  small,	  one	  offer	  a	  small	  volume	  focusing	  on	  a	  few	  customers	  and	  avoid	  the	  markets	  with	  the	  largest	  amount	  of	  competitors.	  FC	  produces	  a	  limited	  numbers	  of	  their	  jackets,	  and	  offers	  a	  volume	  to	  customers	  that	  value	  rarity	  and	  design	  when	  they	  buy	  a	  new	  garment.	  They	  also	  sell	  their	  clothing	  through	  few	  retailers	  that	  specialize	  on	  outdoor	  products	  and	  not	  to	  larger	  chain	  stores.	  Niche	  marketing	  is	  about	  segmenting	  creatively	  and	  focus	  on	  customer	  needs	  and	  demands	  and	  they	  treasure	  the	  reputation	  of	  the	  branding	  and	  word-­‐of-­‐mouth	  marketing.	  	  (Toften,	  Hammerwoll	  2009)	  Moreover	  they	  charge	  a	  premium	  price	  and/or	  offer	  superior	  quality	  to	  the	  customer.	  FC	  design	  clothes	  to	  the	  active	  urban	  woman	  that	  value	  quality	  jackets,	  they	  like	  to	  stand	  out	  from	  the	  crowd,	  and	  do	  not	  mind	  to	  be	  different,	  and	  they	  are	  fashionable.	  FC	  focuses	  on	  the	  perception	  of	  the	  customer	  prototypes	  in	  the	  segment	  and	  rely	  on	  that	  they	  tell	  others	  if	  they	  are	  satisfied.	  In	  conclusion	  FC	  is	  closely	  related	  to	  the	  characteristics	  and	  apply	  product	  differentiation,	  customer	  focus	  and	  relationship	  marketing.	  (Toften,	  Hammervoll	  2009)	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Consumers	  have	  different	  levels	  of	  product	  knowledge	  (Peter,	  Olson	  2008).	  They	  use	  this	  to	  interpret	  new	  information	  and	  make	  purchase	  choices.	  It’s	  important	  for	  FC	  in	  a	  highly	  competitive	  market	  to	  reach	  the	  consumer	  by	  differentiation	  if	  they	  enter	  France.	  Women	  buy	  cloths	  to	  look	  glamorous,	  young	  and	  attractive	  (Daniels,	  2009).	  According	  to	  this	  there	  should	  be	  a	  market	  for	  FC	  products	  as	  they	  have	  features	  the	  consumers	  would	  fancy	  in	  the	  market	  today.	  When	  considering	  going	  in	  to	  the	  French	  market	  we	  have	  to	  analyse	  the	  trends	  and	  how	  fast	  they	  are	  moving	  forward.	  FC	  has	  been	  seeking	  to	  build	  a	  brand	  that	  signal	  to	  customers	  why	  they	  should	  buy	  the	  product.	  Their	  brand	  clarifies	  which	  functions	  that	  the	  customer	  can	  expect	  as	  long	  as	  the	  products	  live	  up	  to	  the	  expectations	  (www.fleichercouture.no).	  An	  important	  subject	  regarding	  a	  clothing	  brands	  marketing	  entrance	  are	  how	  the	  consumer	  percept	  new	  brands	  and	  values	  them.	  	  	  In	  later	  times	  the	  concept	  of	  brand	  love	  gets	  more	  and	  more	  commonly	  used	  (Batra,	  Ahuvia,	  Bagozzi,	  2012).	  What	  makes	  the	  costumers	  love	  a	  brand	  can	  be	  seen	  as	  the	  same	  factors	  that	  brought	  their	  attention	  towards	  it	  in	  the	  first	  place.	  Factors	  of	  the	  brand	  as	  it	  being	  the	  best	  available	  (e.g.,	  best	  in	  every	  way,	  best	  value	  for	  money,	  best	  on	  some	  important	  attribute),	  and	  simply	  knowing	  that	  a	  better	  brand	  existed	  is	  commonly	  offered	  as	  a	  reason	  for	  not	  loving	  a	  particular	  brand.	  The	  only	  complain	  we	  often	  see	  for	  customers	  is	  the	  high	  price	  of	  some	  higher-­‐end	  brands.	  But	  this	  don’t	  make	  customers	  feel	  dissatisfied,	  they	  believe	  the	  price	  is	  justified	  (Batra,	  Ahuvia,	  Bagozzi,	  2012).For	  a	  brand	  to	  be	  loved	  it	  also	  has	  to	  respond	  to	  something	  deeper,	  such	  as	  self-­‐actualization,	  close	  interpersonal	  relationships,	  existential	  meaning,	  or	  religious	  or	  cultural	  identities	  (Richins	  1994).	  It	  will	  be	  important	  for	  FC	  to	  respond	  to	  these	  factors	  when	  entering	  France,	  and	  therefore	  important	  for	  us	  to	  find	  out	  if	  the	  products	  have	  the	  potential	  in	  the	  market.	  	  	  Costumers	  invest	  high	  levels	  of	  time,	  energy,	  and	  money	  into	  loved	  brands	  (Batra,	  Ahuvia,	  Bagozzi,	  2012).	  We	  know	  that	  they	  don’t	  easily	  shift	  to	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other	  brands	  so	  the	  products	  have	  to	  perfectly	  respond	  to	  the	  demand.	  People	  strongly	  identify	  themselves	  with	  things	  they	  love	  and	  it	  makes	  them	  feel	  happiness	  and	  joy	  and	  this	  responds	  to	  the	  clothes	  they	  wear.	  Because	  talking	  about	  a	  brand	  with	  other	  people	  is	  an	  important	  part	  of	  identity	  construction	  (Holt	  1997),	  high	  levels	  of	  WOM	  (Word	  of	  Mouth)	  should	  also	  be	  associated	  with	  love	  of	  brands	  (Batra,	  Ahuvia,	  Bagozzi	  2012).	  WOM	  is	  in	  general	  important	  for	  designers	  working	  with	  clothes.	  A	  positive	  WOM	  will	  help	  the	  product	  enormously	  to	  gain	  more	  market	  shares	  and	  higher	  sales,	  as	  well	  as	  general	  acceptance	  between	  customers.	  	  	  The	  social	  environment	  includes	  all	  social	  interactions	  between	  and	  among	  people	  (Peter,	  Olson	  2008).	  This	  refers	  strongly	  to	  FC	  as	  the	  social	  environment	  is	  important	  for	  people	  when	  buying	  clothes.	  The	  macro	  social	  environment	  refers	  to	  the	  indirect	  and	  vicarious	  social	  interactions	  among	  very	  large	  groups	  of	  people	  (Peter,	  Olson	  2008).	  Culture,	  subculture,	  and	  social	  class	  have	  broad	  and	  powerful	  influences	  on	  the	  values,	  beliefs,	  attitudes,	  emotions,	  and	  behaviour	  of	  individual	  consumers	  in	  those	  groups.	  	  It	  is	  said	  that	  consumers	  in	  different	  subcultures	  and	  social	  classes	  respond	  differently	  to	  marketing	  strategies	  and	  towards	  different	  products.	  What	  group	  FC	  should	  focus	  on	  regarding	  social	  class	  is	  important	  to	  measure	  when	  entering	  a	  new	  market.	  If	  you	  don’t	  target	  the	  market	  with	  the	  biggest	  potential	  for	  your	  product	  line,	  it’s	  a	  big	  chance	  you	  can	  fail	  due	  to	  the	  market	  trends.	  (Peter,	  Olson,	  2008)	  	  Brand	  equity	  can	  be	  destroyed	  if	  marketers	  do	  not	  tie	  their	  brand	  to	  the	  purpose	  of	  the	  product.	  FC´s	  products	  have	  several	  features	  –	  so	  how	  is	  it	  different	  for	  them	  to	  communicate	  with	  stylish	  products	  along	  with	  the	  function	  features?	  A	  clear	  purpose	  brand	  has	  two	  sides	  –	  one	  side	  guide	  the	  customer	  to	  the	  right	  product	  and	  secondly	  the	  other	  side	  is	  function	  to	  guide	  the	  company´s	  product	  designers,	  marketers	  and	  advertisement	  when	  developing	  and	  improve	  their	  products.	  The	  price	  premium	  that	  the	  brand	  commands	  is	  the	  wage	  customers	  will	  be	  willing	  to	  pay	  for	  the	  brand	  for	  providing	  this	  guidance.	  (Clayton	  M.	  Christensen	  mfl.)	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4.	  	   Methodology	  
	  
4.1	  Research	  design	  A	  research	  design	  is	  a	  framework	  or	  blueprint	  for	  conducting	  a	  marketing	  research	  project	  (Malhotra	  &	  Birks	  2003).	  It	  is	  important	  to	  choose	  an	  appropriate	  research	  design	  as	  it	  ensures	  a	  more	  effectively	  and	  efficient	  marketing	  research	  project.	  	  	  	  
4.1.2	  Main	  research	  question	  The	  main	  research	  questions	  for	  this	  project	  is	  mainly	  what	  the	  customer	  value	  and	  if	  the	  targeted	  group	  would	  purchase	  any	  product	  from	  FC.	  In	  order	  to	  answer	  our	  research	  question	  and	  perform	  a	  strong	  market	  analysis	  we	  have	  approached	  the	  methodology	  with	  exploratory	  design,	  descriptive	  design	  and	  a	  casual	  design	  to	  get	  a	  more	  truthful	  answer.	  (Malhotra	  &	  Birks	  2003).	  	  
4.1.3	  Hypothesis	  
It	  is	  important	  for	  women	  and	  their	  self-­esteem	  that	  clothes	  have	  trendy	  
design	  with	  functional	  details	  and	  this	  create	  a	  market	  potential	  for	  
Fleischer	  Couture	  in	  France.	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4.1.5	  Explorative	  design	  Calder	  once	  said	  (1977):	  “A	  shared	  perspective	  cannot	  be	  expected	  to	  emerge	  if	  the	  people	  are	  not	  similar.”	  With	  our	  focus	  group	  we	  think	  we	  can	  gain	  a	  good	  discussion	  and	  as	  well	  reach	  a	  similar	  perspective	  at	  the	  end.	  	  We	  prepared	  a	  focus	  group	  discussion	  with	  8	  persons	  from	  a	  representative	  population	  and	  had	  an	  interview	  that	  lasted	  around	  1,5	  hours.	  This	  helped	  us	  to	  collect	  information	  of	  the	  consumer	  attitude,	  market	  trends	  as	  well	  as	  it	  created	  a	  good	  background	  for	  the	  quantitative	  research	  (Gripsrud,	  Olsson,	  Silkoset,	  2010).	  	  
	  
4.2	  Recruitment	  and	  selecting	  focus-­group	  participants	  The	  characteristics	  of	  a	  focus	  group	  size	  are	  typically	  between	  8	  to	  12	  pre-­‐screened	  homogenous	  respondents.	  (Malhotra,	  2012)We	  had	  a	  focus	  group	  with	  6	  participants	  which	  means	  less	  physical	  distance	  and	  it	  was	  easier	  to	  get	  eye-­‐	  contact.	  In	  addition,	  we	  believed	  that	  this	  is	  a	  good	  number	  as	  the	  group	  dynamic	  is	  preserved.	  We	  scheduled	  the	  focus	  group	  interview	  to	  last	  for	  around	  1,5	  hours	  to	  establish	  rapport	  with	  the	  participants	  and	  explore	  beliefs,	  attitudes	  and	  insights	  towards	  our	  topic.	  Moreover	  we	  recorded	  the	  interview	  as	  a	  preservation	  of	  the	  comments	  for	  later	  analysis.	  (Malhotra,	  2012)	  	  	  The	  recruitment	  of	  participants	  was	  in	  terms	  of	  demographics	  and	  socioeconomic	  characteristics.	  This	  helped	  us	  to	  avoid	  interactions	  and	  conflicts	  on	  different	  side	  issues.	  (Malhotra,	  2012))	  We	  assumed	  that	  the	  respondents	  had	  similar	  background	  and	  attitudes	  towards	  shopping,	  clothes	  and	  trends	  in	  the	  French	  market.	  	  The	  respondents	  were	  both	  French	  and	  International	  students;	  and	  the	  choice	  of	  foreigners	  can	  be	  justified	  with	  what	  we	  know	  of	  tourism	  in	  this	  are	  and	  the	  fact	  that	  international	  students	  that	  live	  in	  this	  area.	  From	  our	  perception	  the	  participants	  was	  a	  combination	  of	  heavy	  users	  as	  well	  as	  users	  that	  do	  not	  have	  as	  much	  interest	  in	  this	  type	  of	  product.	  (Malhotra,	  2012)	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4.3	  Focus	  Group	  Interview	  We	  thanked	  the	  participants	  for	  coming	  and	  explained	  why	  they	  were	  recruited	  and	  explained	  briefly	  the	  subject	  we	  would	  be	  talking	  about.	  Moreover	  we	  informed	  them	  about	  the	  nature	  of	  the	  focus	  group,	  that	  we	  wanted	  to	  know	  their	  opinions	  and	  that	  they	  would	  be	  recorded.	  	  The	  most	  important	  finding	  is	  presented	  in	  this	  report	  and	  the	  questions	  from	  the	  interview	  can	  be	  read	  in	  Appendix	  2.0.	  	  	  
4.3.1	  Shopping	  habits	  –	  frequency	  The	  respondents	  purchases	  clothes	  often	  and	  the	  majority	  bought	  something	  every	  week.	  The	  French	  respondents	  said	  that	  they	  usually	  buy	  clothes	  once	  a	  month.	  Dresses	  and	  smart	  casual	  wear	  are	  by	  their	  definition;	  shirts,	  sweaters,	  and	  t-­‐shirts	  and	  the	  type	  of	  clothing	  they	  bought	  most	  often.	  It	  was	  an	  overall	  agreement	  that	  winter	  coats,	  clothes	  for	  outdoors	  and	  winter	  activities	  was	  bought	  once	  a	  year	  -­‐	  if	  there	  was	  a	  strong	  need	  or	  motivational	  force	  behind	  the	  purchase.	  They	  assumed	  that	  they	  buy	  clothes	  more	  often	  during	  the	  summer	  because	  clothes	  tend	  to	  be	  cheaper,	  it	  does	  not	  have	  the	  best	  quality	  and	  because	  the	  trends	  change	  rapidly	  -­‐	  one	  might	  not	  use	  the	  same	  clothes	  next	  year.	  In	  the	  winter	  seasons;	  they	  are	  more	  wintertime	  selective	  hand	  have	  different	  criteria.	  When	  they	  purchase	  winter	  clothes,	  they	  expect	  it	  to	  last	  over	  several	  years;	  thus,	  they	  were	  willing	  to	  pay	  more	  a	  winter	  jacket	  and	  they	  also	  anticipate	  a	  good	  winter	  coat	  to	  be	  more	  expensive.	  	  
4.3.2Retailing	  and	  Distribution	  Channels	  Three	  of	  the	  respondents	  purchase	  clothes	  mostly	  or	  often	  from	  Internet	  retailers.	  On	  the	  other	  hand,	  the	  other	  respondents	  preferred	  department	  stores	  and	  shopping	  malls.	  Nevertheless,	  what	  was	  remarkable	  was	  the	  overall	  agreement	  among	  the	  respondents	  that	  they	  prefer	  specialized	  stores	  when	  they	  buy	  winter	  apparel	  and	  sport	  clothes.	  The	  pure	  brand	  stores	  are	  perceived	  as	  retailers	  that	  offer	  products	  of	  higher	  quality,	  and	  this	  was	  very	  important.	  Additionally,	  when	  they	  like	  a	  certain	  brand	  they	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usually	  show	  loyalty	  to	  that	  brand	  and	  trough	  product	  adoption	  they	  continue	  to	  buy	  from	  the	  same	  company.	  	  
	  
4.3.3	  Fashion	  trends	  The	  women	  in	  France	  often	  wear	  the	  same	  colours	  and	  they	  are	  willing	  to	  pay	  more	  for	  a	  winter	  coat.	  In	  Rhône	  Alps;	  they	  wear	  more	  ski-­‐jackets	  and	  quality	  in	  combination	  with	  function	  is	  of	  great	  importance.	  Moreover,	  the	  jacket	  should	  be	  in	  accord	  with	  the	  current	  trends	  and	  the	  design	  must	  include	  details	  from	  what	  is	  currently	  appropriate.	  This	  is	  more	  important	  for	  a	  company	  if	  they	  want	  to	  attract	  the	  younger	  customers.	  The	  observation	  of	  women	  in	  this	  region	  was	  that	  they	  value	  the	  practical	  aspect	  of	  the	  products.	  Finally;	  they	  think	  the	  French	  has	  price	  as	  main	  criteria	  before	  purchases,	  and	  quality	  and	  style	  is	  in	  second	  hand.	  Brand	  is	  also	  very	  important,	  especially	  when	  one	  purchase	  clothes	  during	  the	  winter	  than	  at	  summer	  time.	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4.3.5	  important	  product	  assets	  The	  product	  quality,	  comfort	  and	  functions	  are	  most	  essential;	  the	  trendy	  aspect	  is	  not	  a	  necessity–	  it	  is	  more	  about	  the	  comfort	  and	  functions.	  In	  contrast,	  the	  respondents	  also	  think	  fashion	  and	  appropriate	  details	  somehow	  should	  be	  implemented	  in	  the	  design	  as	  this	  aspect	  makes	  them	  feel	  great,	  sporty	  and	  trendy.	  	  
4.3.6	  Consumer	  Habits	  in	  Rhône	  Alps	  The	  tourism	  in	  the	  Alps	  attracts	  many	  people	  from	  the	  north	  and	  the	  south	  to	  the	  region	  of	  Rhône	  Alps.	  Additionally;	  when	  people	  are	  on	  vacation	  they	  tend	  to	  wear	  more	  casual	  as	  the	  habitants	  around	  the	  alps	  and	  function	  is	  very	  important.	  Moreover,	  it	  is	  interesting	  that	  the	  French	  respondents	  said	  that	  French	  tourists	  buy	  their	  clothes	  before	  their	  holiday;	  they	  are	  aware	  of	  that	  the	  prices	  are	  higher	  in	  the	  specialised	  stores.	  Nevertheless,	  the	  rational	  behind	  why	  some	  choose	  to	  buy	  from	  the	  specialized	  stores	  in	  the	  specialised	  stores	  in	  the	  Alps	  is	  that	  the	  consumers	  know	  the	  stores	  have	  the	  latest	  winter	  fashion	  and	  follow	  the	  trends	  at	  the	  market.	  Finally;	  the	  importance	  for	  the	  French	  to	  look	  fashionable	  is	  likewise	  when	  the	  travel	  and	  during	  holidays.	  	  	  
4.3.7	  Base	  layer	  clothing	  Function	  is	  more	  important	  than	  price	  for	  super	  underwear	  and	  hats.	  Thus,	  one	  would	  be	  willing	  to	  pay	  more	  for	  super	  underwear	  as	  this	  usually	  only	  provide	  more	  function	  than	  fashion	  –	  it	  is	  not	  for	  other	  people	  to	  see	  as	  one	  wear	  it	  under	  everything	  else.	  	  	  
4.3.8	  Reference	  groups	  and	  advertisement	  There	  was	  an	  overall	  agreement	  that	  friends,	  family	  and	  social	  groups	  influence	  purchases.	  Friends,	  opinion	  leaders	  such	  as	  celebrities	  and	  magazines	  were	  the	  main	  force	  behind	  a	  purchase.	  This	  is	  because	  on	  feel	  identified	  by	  the	  reference	  group	  and	  subcultures	  is	  a	  stimulus	  of	  a	  persons	  identity	  and	  purchase	  decisions.	  Finally;	  the	  word	  of	  mouth	  is	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  31	  
more	  important	  than	  marketing	  channels	  such	  as	  advertisement	  and	  commercial.	  	  	  
4.3.9	  Segments	  in	  the	  ski-­resorts	  In	  the	  Alps	  the	  respondents	  said	  that	  tourists	  were	  mostly	  women	  between	  the	  age	  of	  30	  and	  60	  years,	  young	  students	  from	  both	  genders	  and	  other	  households	  that	  can	  afford	  a	  vacation	  on	  ski.	  	  In	  addition	  it	  was	  said	  that	  there	  are	  not	  as	  much	  older	  men	  on	  skiing	  vacation.	  	  	  
4.4	  Quantitative	  research	  	  In	  the	  second	  and	  quantitative	  part	  we	  have	  a	  better	  comprehension	  of	  our	  research	  objectives	  and	  will	  explore	  this	  more	  in	  depth	  with	  a	  survey.	  	  The	  purpose	  was	  to	  collect	  more	  data	  of	  consumer	  habits	  and	  the	  interdependence	  between	  behaviour,	  perception,	  knowledge,	  age	  and	  interest.	  (Gripsrud,	  Olsson,	  Silkoset,	  2010).	  	  
4.4.1	  Descriptive	  design	  The	  answers	  from	  the	  focus	  groups	  were	  operationalized	  into	  questions	  we	  implemented	  in	  a	  survey.	  The	  most	  essential	  is	  to	  create	  measurable	  questions	  and	  test	  our	  hypothesis.	  The	  questionnaire	  was	  created	  with	  the	  software	  tool	  Qualtrics;	  answers	  and	  the	  collection	  from	  the	  respondents	  were	  implemented	  in	  different	  diagrams.	  (Gripsrud,	  Olsson,	  Silkoset,	  2010).	  	  
4.4.2	  Casual	  design	  Fleischer	  Couture	  has	  a	  well-­‐defined	  segment	  and	  we	  saw	  an	  opportunity	  to	  create	  an	  experiment.	  An	  experiment	  increases	  the	  likelihood	  of	  causal	  explanations	  from	  respondents.	  (Gripsrud,	  Olsson,	  Silkoset,	  2010).	  The	  experiment	  contains	  a	  randomized	  control	  group	  and	  manipulation	  of	  stimuli.	  Thus,	  we	  exposed	  a	  picture	  from	  FC	  jacket	  collection	  in	  the	  survey.	  All	  the	  respondents	  saw	  a	  picture	  of	  the	  similar	  jacket,	  but	  with	  different	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explanations	  and	  were	  asked	  to	  provide	  their	  opinion	  with	  regard	  to	  price,	  likelihood	  of	  purchase	  and	  general	  perception	  of	  the	  product.	  	  
 
4.5	  General	  findings	  questionnaire	  	   All	  of	  the	  respondents	  were	  women	  and	  the	  mean	  age	  was	  25	  years;	  26%	  were	  students	  without	  a	  job,	  17%	  students	  with	  a	  part-­‐time	  job	  and	  21%	  were	  full	  time	  employed.	  The	  nationality	  of	  the	  respondents	  was	  spread	  among	  several	  different	  nationalities,	  as	  some	  were	  full-­‐time	  students	  in	  Grenoble.	  We	  started	  our	  questionnaire	  with	  questions	  regarding	  general	  shopping	  habits	  and	  attitudes.	  Eventually	  we	  continued	  towards	  questions	  regarding	  our	  specific	  product.	  A	  summary	  of	  the	  most	  important	  findings	  in	  the	  survey	  including	  answers	  can	  be	  seen	  in	  Appendix	  3.0.	  	  
4.5.1	  Purchase	  behaviour	  The	  introducing	  questions	  assessed	  consumers	  purchasing	  behaviours	  and	  whether	  they	  prefer	  to	  buy	  goods	  and	  clothing	  alone	  or	  with	  others.	  The	  answer	  indicates	  if	  someone	  has	  influence	  on	  their	  decisions;	  38%	  prefer	  or	  go	  shopping	  alone,	  33%	  with	  friends	  and	  17%	  with	  their	  parents.	  The	  majority	  of	  the	  respondents	  agreed	  that	  they	  seek	  most	  of	  the	  information	  in	  advance	  before	  they	  purchase	  any	  clothes.	  They	  seek	  this	  information	  from	  friends,	  families,	  magazines	  and	  the	  newspaper.	  The	  respondents	  value	  others	  opinions	  and	  follow	  currently	  trends	  from	  their	  reference	  groups.	  	  	  Moreover,	  findings	  in	  the	  focus	  group	  interview	  indicated	  that	  the	  certain	  style	  of	  clothes	  influence	  the	  consumer’s	  feelings	  of	  their	  own	  individual	  identity.	  The	  majority	  strongly	  agreed	  that	  they	  feel	  happy,	  satisfied	  and	  trendy.	  Moreover,	  the	  majority	  did	  not	  have	  strong	  opinions	  if	  they	  prefer	  to	  be	  visible	  in	  a	  crowd	  or	  a	  group	  when	  they	  wear	  a	  new	  jacket.	  	  Likewise,	  the	  respondents	  did	  not	  agree	  or	  disagree	  when	  we	  asked	  to	  what	  degree	  they	  liked	  clothes	  with	  strong	  and	  bright	  colours.	  	  This	  is	  an	  indication	  that	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Fleischer	  Couture	  should	  also	  produce	  clothes	  in	  neutral	  colours	  if	  they	  want	  to	  reach	  a	  larger	  segment.	  	  	  	  
4.5.2	  Product	  features	  –	  winter	  clothes	  We	  asked	  the	  respondents	  questions	  that	  could	  give	  us	  information	  of	  what	  they	  are	  looking	  for	  in	  a	  product	  when	  they	  buy	  winter	  clothes.	  The	  majority	  think	  that	  quality,	  price	  and	  comfort	  are	  somewhat	  important	  when	  they	  buy	  winter	  clothes.	  It	  is	  noteworthy	  that	  in	  this	  question	  -­‐	  there	  was	  an	  error	  in	  the	  software	  and	  incorrect	  coding.	  (Gripsrud,	  Olsson,	  Silkoset,	  2010).	  The	  potential	  answer	  opportunities	  stopped	  at:	  “somewhat	  
important”	  and	  did	  not	  go	  further	  to	  very	  important.	  Thus,	  we	  can	  assume	  that	  more	  respondents	  could	  have	  answered	  something	  else	  if	  possible.	  	  	  	  	  	  
4.5.3	  Price-­elasticity	  The	  respondents	  do	  not	  have	  any	  significant	  opinion	  of	  whether	  they	  would	  pay	  more	  for	  trendy	  and	  fashionable	  jacket.	  On	  the	  other	  hand,	  the	  majority	  agree	  that	  they	  would	  pay	  more	  if	  they	  believe	  the	  quality	  is	  high,	  if	  it	  is	  sporty	  and	  provides	  comfort.	  Moreover,	  our	  findings	  say	  that;	  54%	  would	  not	  pay	  more	  than	  150-­‐300	  Euros	  for	  a	  sporty,	  trendy	  and	  high	  quality	  jacket.	  The	  minority	  and	  21	  %	  would	  pay	  less	  than	  150	  Euros;	  17%	  would	  pay	  300-­‐400	  Euros,	  and	  finally	  8%	  would	  pay	  450-­‐600	  Euros.	  With	  regard	  to	  the	  prices	  in	  the	  specialist	  stores;	  63%	  of	  the	  respondents	  think	  that	  the	  prices	  in	  the	  Alps	  are	  over	  priced	  and	  expensive;	  Rhône	  Alps	  and	  33%	  think	  it	  is	  same	  as	  other	  places.	  This	  suggests	  that	  the	  majority	  would	  demand	  product	  added	  value	  such	  as	  special	  treatment,	  recognized	  brand,	  extraordinary	  experiences	  or	  superior	  quality	  before	  purchasing	  anything	  form	  the	  specialist	  stores.	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4.6	  Causal	  design	  –	  Implemented	  experiment	  We	  implemented	  an	  experiment	  in	  the	  questionnaire	  and	  the	  respondents	  received	  a	  picture	  of	  one	  of	  Fleischer	  Couture`s	  main	  products,	  with	  two	  different	  explanations	  divided	  in	  two	  separate	  groups.	  	  	  Those	  who	  received	  a	  picture	  that	  describes	  a	  fashionable	  and	  trendy	  jacket,	  would	  pay	  a	  mean	  of	  372	  Euros.	  	  Secondly;	  the	  respondents	  that	  received	  an	  explanation,	  which	  describes	  a	  sporty	  jacket	  with	  high	  quality	  jacket	  would	  pay	  a	  mean	  of	  172	  Euros.	  	  Moreover,	  what	  is	  interesting	  is	  that	  the	  answer	  from	  the	  experiment	  does	  not	  correlate	  with	  the	  findings	  in	  the	  questionnaire	  where	  only	  54%	  would	  pay	  more	  than	  300	  Euros	  for	  a	  jacket	  that	  is	  both	  fashionable,	  sporty	  and	  with	  high	  quality.	  This	  illustrates	  that	  the	  combination	  of	  pictures,	  branding,	  and	  communication	  is	  important.	  Answers	  from	  both	  pictures	  imply	  that	  all	  the	  respondents	  think	  that	  the	  quality	  of	  the	  jackets	  is	  good	  and	  likewise	  pleasant	  and	  favourable.	  Nevertheless;	  71%	  said	  they	  would	  definitely	  not	  buy	  this	  jacket	  with	  the	  fixed	  price	  we	  placed	  in	  the	  experiment;	  750	  Euros.	  	  
4.7	  Test	  of	  hypothesis	  
With	  the	  results	  from	  the	  methodology	  and	  our	  literature	  review	  we	  are	  now	  able	  to	  test	  our	  hypothesises	  enlightened	  by	  the	  important	  findings;	  
1. It	  is	  important	  for	  women	  and	  their	  self-­esteem	  that	  clothes	  have	  a	  
trendy	  design	  with	  functional	  details	  and	  this	  create	  a	  market	  potential	  
for	  Fleischer	  Couture	  in	  France.	  	  	  
The	  findings	  from	  our	  focus	  group	  and	  the	  survey	  indicate	  that	  this	  hypothesis	  is	  true.	  Consumers	  are	  influenced	  by	  the	  socio-­‐	  cultural	  environment,	  the	  market	  trends	  and	  from	  their	  reference-­‐group.	  The	  majority	  said	  they	  feel	  happy,	  confident,	  and	  satisfied	  when	  they	  buy	  a	  new	  jacket.	  Additionally,	  a	  certain	  style	  of	  clothes	  influence	  the	  consumer’s	  feelings	  of	  their	  own	  individual	  identity	  and	  due	  to	  the	  market	  trends	  it	  is	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important	  for	  consumers	  in	  France	  that	  the	  clothes	  are	  innovative,	  with	  trendy	  design	  and	  this	  is	  connected	  with	  FC	  products	  and	  image.	  
4.8	  Primary	  data	  limitations	  
First	  we	  will	  clarify	  that	  our	  survey	  is	  sent	  through	  the	  GEM	  database	  to	  women	  between	  18	  -­‐30	  years.	  This	  is	  because	  the	  report	  was	  written	  under	  a	  tight	  schedule	  and	  we	  wanted	  as	  much	  answers	  as	  possible	  within	  tour	  target	  group.	  Consequently,	  the	  answers	  are	  from	  both	  national	  and	  international	  students.	  We	  aimed	  to	  reach	  out	  to	  100	  respondents	  and	  experienced	  difficulties	  and	  was	  able	  to	  collect	  54	  answers.	  Thus,	  the	  methodology	  findings	  should	  be	  read	  with	  limitations,	  as	  this	  was	  a	  cause	  of	  coverage	  errors.	  (Gripsrud,	  Olsson,	  Silkoset,	  2010).	  The	  respondents	  are	  interconnected	  with	  Grenoble	  Graduate	  School	  of	  Business	  and	  the	  answers	  might	  be	  influenced	  by	  a	  certain	  subculture	  or	  concentrated	  socio-­‐cultural	  views.	  In	  the	  survey	  there	  was	  an	  error	  in	  two	  of	  the	  questions	  cased	  by	  wrong	  software	  codes.	  This	  could	  have	  been	  prevented	  through	  better	  pretesting	  of	  the	  survey	  (Gripsrud,	  Olsson,	  Silkoset,	  2010).	  Nevertheless;	  all	  of	  the	  respondents	  met	  the	  demographic	  criteria	  of	  age	  and	  the	  survey	  were	  sent	  out	  to	  students,	  students	  with	  job	  and	  full-­‐time	  employed	  people.	  	  	  	  
4.9	  Reliability	  and	  Validity	  
It	  is	  important	  to	  test	  the	  validity	  and	  reliability	  of	  the	  survey.	  This	  how	  well	  we	  have	  approached	  the	  specific	  objecetives.	  By	  reliability	  means;	  if	  one	  can	  actually	  trust	  the	  collected	  results	  and	  by	  validity	  means	  	  (Gripsrud,	  Olsson,	  Silkoset,	  2010)	  and	  by	  validity	  means	  the	  strength	  of	  an	  argument	  or	  a	  proof.	  The	  quantitative	  part	  should	  be	  highly	  reliable	  as	  it	  is	  based	  on	  collected	  theory	  of	  the	  subject	  and	  we	  evaluated	  our	  questions	  before	  they	  were	  sent	  out	  to	  the	  respondents.	  Furthermore,	  created	  the	  survey	  with	  suggested	  methodology	  theories	  and	  questions	  that	  are	  easier	  to	  analyse	  and	  operationalize	  to	  measurements.	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To	  test	  the	  validity	  of	  our	  survey	  and	  the	  experiment	  we	  should	  distinguish	  between	  internal	  and	  external	  validity	  (Gripsrud,	  Olsson,	  Solberg,	  2010).	  The	  internal	  is	  if	  the	  extent	  of	  causality	  is	  performing	  well	  enough.	  And	  the	  external	  is	  if	  it	  can	  be	  transferred	  to	  similar	  situation.	  Since	  we	  did	  a	  real	  experiment	  we	  can	  assume	  both	  the	  validity	  and	  the	  reliability	  to	  be	  high	  for	  the	  experiment.	  	  In	  our	  experiment,	  the	  respondents	  did	  not	  have	  enough	  background	  information	  and	  only	  a	  picture	  of	  a	  product	  they	  could	  not	  feel	  and	  touch	  it	  and	  this	  might	  be	  negative	  on	  the	  validity	  of	  the	  methodology.	  Finally,	  we	  did	  not	  receive	  the	  number	  of	  answers	  we	  hoped	  for;	  thus	  the	  validity	  of	  the	  survey	  is	  in	  effect	  low	  and	  in	  consequence	  weakens	  our	  findings	  or	  proof.	  	  (Gripsrud,	  Olsson,	  Silkoset,	  2010)	  
	  
4.10	  Methodology	  Conclusion	  -­	  Conceptual	  Analysis	  	  	  The	  consumers	  do	  not	  purchase	  winter	  clothes	  often	  and	  in	  consequence	  they	  are	  very	  selective	  when	  they	  discover	  the	  need.	  Moreover,	  the	  consumer	  typically	  value	  quality,	  comfort	  and	  functional	  details.	  The	  customer	  is	  willing	  to	  pay	  more	  for	  the	  product	  from	  specialist	  stores	  as	  they	  offer	  extra	  added	  value	  and	  knowledge.	  	  In	  addition	  to	  the	  product	  features;	  Image	  and	  brand	  is	  important.	  	  Likewise,	  brand	  loyalty	  decreases	  the	  price-­‐elasticity,	  as	  the	  customer	  believes	  it	  is	  worth	  to	  pay	  for	  their	  favourite	  brand.	  	  In	  the	  clothing	  industry	  the	  trends	  changes	  rapidly	  and	  so	  does	  the	  customers	  individual	  styles;	  hence	  the	  trendy	  and	  fashionable	  aspect	  is	  important	  for	  the	  customer	  self-­‐esteem.	  The	  segment	  and	  FC	  target	  group	  want	  to	  feel	  happy,	  trendy	  and	  confident.	  Nevertheless,	  the	  majority	  did	  not	  have	  any	  opinion	  if	  they	  prefer	  to	  be	  visible	  in	  a	  crowd	  or	  their	  reference	  group.	  Likewise,	  the	  respondents	  did	  not	  strongly	  agree	  or	  disagree	  when	  we	  asked	  to	  what	  degree	  they	  liked	  clothes	  with	  strong	  and	  bright	  colours.	  	  This	  is	  an	  indication	  that	  Fleischer	  Couture	  should	  also	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produce	  clothes	  in	  neutral	  colours	  if	  they	  want	  to	  generate	  more	  profit	  from	  this	  segment.	  	  	  	  Finally,	  we	  found	  a	  difference	  in	  the	  answers	  with	  regard	  to	  how	  much	  they	  would	  pay	  for	  a	  fashionable	  or	  a	  sporty	  jacket.	  The	  answers	  indicate	  that	  as	  long	  as	  FC	  market	  their	  product	  as	  a	  sporty	  jacket	  with	  trendy	  and	  fashionable	  details;	  the	  customers	  would	  most	  likely	  pay	  more	  for	  those	  features.	  This	  will	  however	  be	  discussed	  subsequent	  when	  we	  present	  our	  suggestion	  for	  FC	  entry	  strategy	  to	  the	  French	  market	  and	  their	  marketing-­‐mix	  
	  




	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  39	  
	  
5.	  	   	   Internal	  Analysis	  
	  
5.1	  The	  ACE	  –	  model	  	  	  FC	  ability	  to	  become	  successful	  exporters	  is	  analyzed	  with	  Solberg	  and	  other	  scientist’s	  findings	  of	  whether	  or	  not	  there	  are	  remarkable	  differences	  between	  successful	  or	  less	  successful	  exporters.	  First,	  the	  most	  important	  is	  how	  FC	  chose	  to	  work	  with	  their	  potential	  future	  market	  network	  in	  France.	  The	  network	  support	  the	  marketing	  process	  and	  the	  operations.	  (Solberg,	  2009).	  Additionally,	  when	  analyzing	  FC	  and	  whether	  or	  not	  they	  are	  prepared	  for	  the	  French	  market	  and	  internationalization	  in	  general	  –	  the	  ACE	  framework	  help	  us	  clarify	  interconnected	  factors	  founded	  in	  Solberg´s	  research	  and	  from	  other	  contributions.	  	  The	  ACE	  framework	  includes	  the	  following	  three	  components;	  Attitudes,	  Competence,	  and	  Embodiment	  see	  appendix	  4.1.	  	  	  
5.1.1	  Attitudes	  towards	  risk	  Success	  involves	  a	  positive	  attitude	  to	  investments	  abroad	  in	  general.	  (Solberg,	  2009)	  With	  the	  information	  we	  have	  from	  FC	  and	  their	  risk	  assessment	  at	  the	  Norwegian	  Market	  we	  would	  suggest	  that	  they	  base	  their	  investment	  upon	  offered	  market	  knowledge	  in	  France	  as	  this	  will	  give	  them	  a	  ground	  of	  information	  because	  of	  scarcity	  in	  capital	  compared	  to	  bigger	  competitors.	  	  	  
	  
5.1.2	  Market	  Orientation	  Market	  Orientation	  is	  an	  expression	  of	  a	  general	  leadership	  philosophy	  of	  with	  the	  use	  of	  information	  from	  the	  market	  that	  involve	  customer	  relationship	  (Solberg,	  2009.)	  FC	  targets	  a	  segment	  with	  niche	  products	  through	  retailers	  that	  focus	  on	  the	  same	  type	  of	  customers	  with	  the	  same	  demands.	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  We	  recommend	  that	  if	  FC	  launches	  the	  products	  in	  France	  they	  should	  focus	  more	  on	  the	  consumers	  and	  not	  too	  much	  on	  the	  product	  as	  long	  as	  they	  preserve	  a	  balance	  to	  avoid	  significantly	  rise	  in	  costs.	  Good	  relations	  with	  the	  customers	  and	  networking	  in	  France	  will	  be	  the	  important	  to	  procure	  a	  better	  market	  orientation	  at	  the	  French	  market.	  	  	  




5.2.1	  Capability	  The	  design	  based	  upon	  Norwegian	  heritage	  is	  their	  most	  strategic	  capability	  within	  this	  framework.	  (Solberg,	  2009)	  FC	  does	  all	  the	  design	  internally	  within	  the	  organization	  and	  the	  only	  outsourcing	  goes	  out	  to	  UNILEVER.	  With	  regard	  to	  language,	  understanding	  of	  culture,	  operations	  and	  advertisement,	  Solberg	  write	  that	  this	  is	  not	  the	  most	  essential	  for	  successful	  export.	  	  	  
	  5.2.2	  Marketing	  Kotlers	  concept	  of	  the	  product	  emphasize	  the	  marketing	  acpect	  of	  the	  ACE-­‐model	  and	  consists	  the	  following	  product	  levels	  (Solberg,2009);	  The	  basic	  product,	  the	  physical	  product	  and	  the	  extended	  product,	  appendix	  4.2.	  We	  will	  describe	  the	  importance	  of	  their	  product	  later	  in	  this	  report	  and	  only	  explain	  this	  briefly	  to	  clarify	  the	  marketing	  aspect	  of	  the	  ACE-­‐model.	  It	  is	  at	  the	  level	  of	  the	  extended	  product	  FC	  has	  their	  focus	  and	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where	  they	  differentiate	  themselves	  from	  the	  other	  producers.	  The	  products	  are	  promoted	  with	  focus	  on	  the	  high	  quality,	  innovative	  design	  and	  that	  the	  jacket	  collection	  is	  produced	  in	  limited	  editions.	  	  	  Secondly,	  the	  positioning	  they	  have	  today	  has	  been	  beneficial	  but	  this	  should	  also	  be	  more	  controlled	  and	  streamlined	  because	  success	  comes	  from	  active	  marketing	  and	  aggressive	  promotion.	  Nevertheless,	  FC	  knows	  how	  to	  develop	  marketing	  knowledge	  and	  how	  to	  cooperate	  with	  retailers	  and	  learning	  overt	  time	  will	  provide	  positive	  results.	  	  
	  
5.3	  Embodiment	  
	  It	  is	  elementary	  for	  success	  that	  the	  company	  must	  have	  the	  same	  attitudes	  towards	  their	  goals.	  Research	  suggests	  that	  export	  priority	  might	  ease	  the	  market	  entry	  and	  will	  be	  advantageous	  for	  FC	  in	  the	  long-­‐term	  perspective.	  	  Moreover,	  assumption	  can	  be	  made	  and	  that	  leaders	  in	  successful	  export	  companies	  spend	  more	  time	  on	  the	  internationalization	  component	  than	  the	  less	  successful	  ones.	  	  (Solberg,	  2009)	  	  	  
5.3.1	  Conclusive	  remarks	  The	  dynamics	  in	  this	  framework	  are	  interdependent	  and	  FC	  ought	  to	  work	  harder	  at	  their	  weakest	  point	  to become a successful export company.	  	  By	  this	  means	  that	  FC	  should	  focus	  more	  on	  the	  strategies	  and	  investment	  in	  marketing	  development.	  The	  marketing	  management	  and	  organizational	  development	  should	  be	  prioritized.	  FC	  is	  a	  small	  player	  at	  the	  market	  and	  they	  should	  use	  the	  export	  process	  to	  gain	  insight	  and	  new	  competences	  gradually.	  Internationalizing	  for	  such	  as	  small	  enterprise	  is	  about	  taking	  care	  of	  the	  benefits	  at	  the	  small	  local	  markets	  with	  opportunities	  to	  succeed.	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5.4	  Strategic	  capabilities	  	  Strategic	  capability	  is	  the	  resource	  and	  those	  competences	  an	  organization	  need	  for	  survival	  and	  for	  business	  to	  prosper.	  (Johnson,	  Whittington,	  Scholes,	  2008)	  Different	  writers	  and	  managers	  often	  use	  different	  terms	  when	  explaining	  their	  strategic	  capability	  and	  comprehension	  of	  what	  lies	  behind	  this	  terms	  is	  important.	  Model	  in	  appendix	  4.3.	  
5.4.1	  Resources	  and	  competences	  The	  most	  basic	  concept	  of	  strategic	  capability	  is	  the	  resources.	  The	  tangible	  resources	  are	  the	  physical	  assets	  such	  as	  plant,	  people	  and	  their	  financial	  capital.	  (Johnson,	  Whittington,	  Scholes,	  2008)	  The	  Intangible	  resources	  are	  the	  non-­‐physical	  assets	  such	  as	  their	  reputation,	  what	  they	  know	  and	  information.	  The	  intellectual	  capital	  is	  an	  intangible	  resource	  and	  includes	  patents	  and	  the	  brand.	  But	  there	  is	  no	  point	  in	  having	  this	  valuable	  brand	  if	  it	  is	  not	  used	  effectively.	  The	  efficiency	  of	  people	  in	  the	  organization	  is	  closely	  related	  to	  cooperation,	  relationship	  with	  customers	  and	  their	  suppliers.	  Experience	  and	  learning	  is	  also	  important	  in	  the	  long-­‐term.	  The	  competences	  is	  those	  skills	  by	  which	  the	  resources	  are	  organized	  successfully	  through	  an	  organizations	  activities	  and	  processes.	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5.4.3	  Identification	  challenges:	  	  Threshold	  levels	  of	  FC	  capability	  will	  change	  when	  the	  critical	  success	  factors	  change	  –	  and	  through	  activities	  of	  their	  competitors	  and	  new	  entrants.	  (Johnson,	  Whittington,	  Scholes,	  2008)	  Such	  as	  the	  suppliers	  require	  new	  technology	  to	  deliver	  eco-­‐friendly	  materials	  –	  and	  the	  ability	  to	  produce	  this.	  Thus,	  all	  the	  components	  in	  the	  value	  chain	  must	  improve	  the	  competence	  and	  resource	  correspondingly	  just	  for	  FC	  to	  stay	  in	  business.	  	  Trade-­‐offs	  might	  be	  made	  so	  that	  FC	  achieves	  the	  threshold	  capabilities	  that	  are	  required	  from	  different	  sort	  of	  customers.	  (Johnson,	  Whittington,	  Scholes,	  2008)	  There	  is	  difficult	  to	  compete	  in	  one	  segment	  that	  require	  large	  quantities	  of	  standard	  products	  and	  in	  a	  segment	  that	  require	  products	  with	  added	  value	  or	  niche	  products.	  The	  danger	  if	  one	  does	  not	  achieve	  the	  threshold	  capabilities	  required	  for	  either	  segment	  is	  that	  the	  business	  will	  fail.	  	  
	  
5.4.4	  unique	  resources	  and	  core	  competences	  Threshold	  capabilities	  do	  no	  create	  competitive	  advantage	  themselves.	  It	  depends	  upon	  the	  organizations	  strategic	  capabilities	  competitors	  will	  find	  difficult	  to	  imitate.	  (Johnson,	  Whittington,	  Scholes,	  2008)	  The	  most	  sustainable	  competitive	  advantage	  is	  based	  on	  the	  concept	  of	  core	  competences	  developed	  by	  Gary	  Hamel	  and	  C.K.	  Prahalad.	  By	  this	  means	  the	  skills	  and	  abilities	  others	  cannot	  obtain	  or	  imitate.	  We	  will	  discuss	  Fleischer	  Couture´s	  generic	  strategies,	  and	  strategic	  capabilities	  further	  with	  a	  value-­‐chain	  analysis	  and	  in	  the	  internal	  analysis.	  	  
5.5	  Porters	  three	  generic	  strategies	  	  Porter	  has	  proposed	  three	  generic	  strategies	  to	  achieve	  a	  competitive	  advantage,	  appendix	  4.4	  (http://www.mindtools.com).	  Based	  on	  the	  proposal	  we	  imply	  that	  FC	  currently	  has	  a	  positioned	  in	  the	  component	  with	  focused	  strategy	  towards	  differentiation.	  This	  is	  because	  they	  offer	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  44	  
limited	  niche	  products	  and	  their	  strategic	  capabilities	  are	  the	  resources	  that	  help	  them	  generate	  superior	  products	  compared	  with	  the	  competitors.	  	  The	  strategic	  capability	  is	  the	  unique	  composition	  of	  FC	  assets	  they	  need	  to	  survive	  in	  the	  market,	  as	  we	  will	  discuss	  further	  in	  the	  VRIO-­‐framework.	  	  	  	  
5.6	  VRIO-­	  ANALYSIS	  	  Every	  company	  should	  have	  a	  competitive	  advantage	  based	  upon	  their	  strategic	  capability.	  (Johnson,	  Whittington,	  Scholes,	  2011)	  	  The	  products	  are	  sold	  through	  retailers	  to	  the	  end-­‐customers	  that	  generate	  the	  demand;	  hence	  the	  customers	  are	  the	  real	  interest	  of	  FC.	  The	  jacket	  collection	  is	  the	  main	  resource	  of	  their	  future	  sales	  revenue	  and	  the	  capability	  that	  generate	  customer	  value.	  The	  VRIO	  framework	  has	  been	  added	  to	  this	  report	  to	  determine	  the	  resource	  capabilities	  and	  competitive	  advantage	  and	  why	  it	  supports	  the	  customer	  choice	  of	  FC	  clothing.	  This	  framework	  is	  based	  on	  four	  different	  aspect	  to	  discover	  to	  what	  extent	  the	  resource	  is;	  Valuable.	  Rare,	  Inimitable	  and	  Organized.	  	  
5.6.1	  Valuable	  FC	  jacket	  collection	  with	  high	  quality	  and	  innovation	  helps	  them	  meet	  their	  external	  threats	  and	  exploit	  the	  opportunities	  at	  the	  market.	  The	  product	  will	  not	  outperform	  competitors	  completely;	  but	  in	  despite	  of	  this	  the	  resource	  is	  still	  a	  competitive	  advantage	  and	  a	  value	  proposition	  to	  the	  customers.	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5.6.3	  Inimitable	  It	  is	  difficult	  to	  substitute	  this	  jacket	  given	  the	  intangible	  resources.	  The	  jackets	  are	  made	  in	  limited	  editions,	  sold	  to	  a	  specific	  segment,	  and	  most	  importantly	  the	  design	  are	  based	  upon	  the	  culture	  of	  Norway	  and	  the	  outdoor	  activity	  culture	  as	  well	  as	  it	  is	  made	  for	  urban	  living.	  This	  is	  something	  foreign	  competitors	  cannot	  substitute.	  Nevertheless,	  this	  is	  a	  difficult	  component	  to	  examine	  as	  almost	  any	  resource	  can	  be	  imitated.	  Even	  though	  it	  has	  valuable,	  rare	  and	  intangible	  aspects,	  we	  find	  that	  the	  resource	  is	  substitutable	  because	  competitors	  can	  substitute	  them	  with	  any	  other	  jacket	  or	  winter	  clothing.	  The	  technology	  is	  not	  costly	  to	  imitate	  either.	  In	  conclusion,	  this	  is	  not	  an	  Inimitable	  resource.	  	  	  	  
5.6.4	  Organization	  The	  resource	  is	  organized	  if	  the	  firm	  is	  able	  to	  use	  it.	  That	  is	  exactly	  what	  FC	  has	  been	  able	  to	  do	  with	  the	  design	  based	  upon	  the	  Norwegian	  Culture	  and	  the	  urban	  living	  in	  combination	  with	  the	  promotion	  of	  leisure	  out	  in	  the	  nature.	  Moreover	  their	  product	  design	  is	  based	  upon	  their	  core	  values;	  quality,	  innovation	  and	  nature.	  	  	  
5.6.5	  Conclusive	  Remarks	  Many	  different	  scholars	  refer	  to	  core	  competencies	  that	  are	  completely	  VRIO.	  A	  core	  competence	  can	  only	  be	  achieved	  when	  they	  know	  the	  customer	  requirement	  for	  products	  better	  then	  the	  competitors	  and	  can	  tailor	  all	  their	  resources	  to	  meet	  the	  unique	  needs	  of	  the	  targeted	  group.	  However	  FC	  does	  not	  have	  a	  complete	  core	  competence	  by	  this	  definition	  but	  a	  combination	  of	  VR_O	  as	  the	  Norwegian	  Culture	  at	  the	  market	  is	  Valuable,	  and	  their	  personalized	  design	  is	  rare	  and	  the	  resource	  are	  definitely	  used	  and	  organized.	  	  Even	  though	  their	  product	  is	  a	  VR_O	  resource,	  they	  still	  have	  a	  competitive	  advantage.	  	  	  	  
	  
	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  46	  
	  
5.7	  Value	  Chain	  activities	  -­	  Diagnosing	  strategic	  capabilities	  	  
	  There	  are	  tendencies	  to	  focus	  on	  the	  resources	  that	  are	  currently	  appropriate	  and	  that	  can	  lead	  to	  a	  poor	  analysis	  on	  how	  FC	  differs	  from	  others.	  Thus,	  we	  have	  analyzed	  the	  FC	  value-­‐chain	  (figure	  1.1)	  to	  examine	  all	  the	  valuable	  resources.	  By	  analyzing	  all	  the	  functions	  we	  can	  potentially	  find	  more	  VRIO	  resources.	  In	  addition	  to	  the	  resource	  of	  strategic	  capabilities	  and	  competitive	  advantage	  we	  will	  discuss	  the	  value-­‐chain	  focus	  on	  all	  that	  activities	  that	  embody	  FC	  as	  an	  organisation	  and	  that	  can	  contribute	  a	  long-­‐term	  feasible	  strategy	  at	  the	  market	  (Johnson,	  Whittington,	  Scholes,	  2008)	  	  
Figure	  1.1:	  The	  value	  chain	  
5.7.1	  Support	  Activities	  The	  Firm	  infrastructure	  is	  the	  first	  support	  activity	  of	  the	  value	  chain	  and	  the	  main-­‐pillar	  of	  the	  whole	  company.	  FC	  has	  a	  self-­‐	  contained	  infrastructure	  and	  this	  can	  be	  a	  powerful	  source	  of	  competitive	  advantage.	  The	  second	  support	  activity	  is	  the	  Human	  Resource	  Management.	  The	  owners	  have	  the	  general	  management	  in	  this	  company	  and	  take	  care	  of	  the	  governmental	  and	  account	  aspects	  within	  the	  firm.	  They	  are	  not	  many	  employees	  and	  they	  save	  money	  on	  recruitments	  and	  wages.	  In	  addition,	  the	  management	  has	  a	  shared	  vision	  of	  FC	  future	  goals	  that	  can	  be	  a	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competitive	  advantage	  as	  well.	  	  The	  third	  support	  activities	  are	  the	  technology	  development	  component	  that	  in	  our	  case	  is	  the	  design	  and	  product	  improvement,	  procurements	  and	  implementation	  of	  services.	  This	  is	  also	  done	  by	  the	  owners	  and	  within	  the	  self-­‐contained	  infrastructure.	  Again	  this	  is	  a	  competitive	  advantage	  as	  FC	  can	  react	  quickly	  towards	  the	  trends	  at	  the	  market.	  Procurement	  is	  the	  last	  of	  the	  support	  activities	  and	  for	  FC	  this	  means	  that	  they	  are	  the	  ones	  that	  purchase	  and	  order	  supplies,	  the	  office	  equipment	  and	  take	  care	  of	  their	  headquarter.	  Moreover	  the	  design	  and	  sale	  are	  made	  from	  their	  office	  in	  Oslo.	  
5.7.2	  Primary	  Activities	  Inbound	  logistics	  represent	  the	  first	  category	  of	  the	  primary	  activities.	  	  This	  compromise	  the	  activities	  in	  the	  value-­‐chain	  related	  to	  the	  receipt	  from	  the	  inputs	  necessary	  for	  the	  production.	  This	  is	  the	  goods	  that	  already	  have	  been	  purchased	  with	  procurement	  in	  the	  support-­‐activities.	  	  The	  activities	  receive	  and	  store	  the	  inputs	  and	  the	  inputs	  are	  diffused	  within	  the	  department.	  Involved	  in	  this	  category	  is	  furthermore	  warehousing,	  inventory	  control	  and	  return	  to	  their	  suppliers.	  FC	  have	  their	  logistics	  close	  to	  their	  office	  and	  this	  give	  them	  close	  control	  over	  the	  inventory	  and	  may	  return	  any	  information	  to	  the	  suppliers	  UNIVERN.	  The	  second	  and	  third	  primary	  activities	  are	  the	  operations	  and	  outbound	  logistics;	  packaging,	  order	  processing,	  scheduling	  and	  delivery.	  This	  is	  likewise	  performed	  by	  FC	  head-­‐office	  and	  by	  the	  owners.	  	  The	  fourth	  primary	  activity	  is	  marketing	  and	  sales	  of	  the	  product	  and	  the	  owners	  manage	  the	  marketing-­‐mix;	  Price,	  Promotion,	  Place	  and,	  Product.	  The	  marketing	  activities	  have	  been	  throughout	  media	  articles	  and	  word	  of	  mouth.	  They	  have	  a	  close	  relationship	  with	  among	  47	  retailers	  in	  Norway	  and	  transport	  the	  products	  themselves	  directly	  to	  the	  stores.	  In	  addition	  they	  sell	  their	  products	  through	  internet-­‐distributors.	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5.7.3	  Conclusive	  remarks	  The	  head	  office	  controls	  the	  majority	  of	  the	  primary	  and	  secondary	  activities.	  Regarding	  the	  size	  of	  the	  company	  today;	  the	  activities	  controlled	  by	  the	  owner	  can	  be	  advantageous	  when	  they	  decide	  to	  export	  their	  products	  to	  France.	  If	  they	  grow	  rapidly	  and	  get	  an	  investor,	  they	  might	  outsource	  different	  activities	  in	  the	  future.	  If	  so,	  comprehension	  of	  where	  responsibility	  and	  activities	  should	  be	  allocated	  to	  maintain	  control	  within	  the	  head-­‐office	  is	  important.	  	  	  
5.8	  The	  BAKKA	  –	  Model:	  	  The	  BAKKA	  -­‐	  model	  explain	  factors	  influencing	  the	  company	  judgments.	  (Solberg,	  2009).	  Solberg	  defines	  an	  internationalization	  model	  in	  five	  phases;	  	  Trial	  export,	  Extensive	  export,	  Intensive	  export,	  Multi-­‐national	  export	  and	  finally,	  Global	  Marketing.	  The	  phases	  and	  all	  different	  activities	  are	  interdependent	  and	  organised	  differently	  in	  all	  companies.	  Hence,	  we	  identified	  FC	  activities	  and	  where	  in	  the	  phases	  FC	  is	  positioned	  to	  define	  how	  the	  components	  are	  dealt	  with	  in	  the	  company.	  The	  BAKKA	  –	  Model	  description	  can	  be	  viewed	  in	  appendix	  4.5.	  	  
5.8.1	  Export	  motive:	  	  The	  export	  motive	  is	  spreading	  from	  operative	  to	  basically	  strategic.	  FC	  is	  a	  small	  company	  with	  processes	  only	  in	  Norway.	  They	  have	  sales	  to	  47	  retailers	  throughout	  the	  country	  and	  Internet	  distributors.	  We	  assume	  is	  difficult	  to	  obtain	  more	  market	  share	  in	  Norway	  within	  the	  niche	  and	  their	  segment	  and	  it	  is	  recommended	  to	  export.	  The	  export	  will	  give	  them	  new	  advantage	  from	  markets	  share	  abroad	  in	  addition	  to	  improved	  sales	  at	  the	  reference	  market	  in	  Norway.	  FC	  does	  not	  have	  experience	  of	  other	  markets	  and	  export	  technical	  conditions.	  In	  end,	  we	  place	  FC	  in	  trial	  export	  in	  this	  component.	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5.8.2	  Choice	  of	  market:	  There	  is	  a	  risk	  is	  involved	  for	  the	  company	  as	  they	  can	  fall	  into	  less	  favourable	  positions.	  There	  is	  a	  danger	  that	  cooperation	  with	  wrong	  partners	  can	  destroy	  the	  progress.	  Therefore,	  the	  safest	  choice	  for	  FC	  is	  to	  enter	  a	  market	  that	  is	  not	  geographically	  far	  from	  Norway	  as	  this	  allows	  FC	  to	  maintain	  a	  certain	  amount	  of	  control.	  The	  export	  should	  also	  happen	  with	  expansion	  to	  one	  country	  at	  a	  time.	  FC	  is	  in	  this	  component	  placed	  in	  
trial	  export.	  
	  
5.8.3	  Market	  share:	  FC	  does	  not	  have	  big	  market	  shares	  compared	  to	  the	  major	  competitors	  and	  this	  will	  be	  discussed	  later	  in	  a	  strategic	  group	  analysis.	  Nevertheless,	  they	  have	  sales	  trough	  47	  retailers	  imply	  that	  FC	  today	  is	  a	  visible	  brand	  in	  the	  reference	  market.	  However	  promotion	  not	  a	  priority	  in	  the	  company	  and	  in	  consequence,	  we	  place	  FC	  in	  the	  stage	  of	  extensive	  export	  in	  the	  market	  share	  component;	  they	  are	  negligible	  but	  not	  invisible.	  	  
5.8.4	  Organisation:	  The	  owners	  are	  the	  only	  employees	  in	  FC	  today.	  They	  take	  care	  of	  all	  the	  internal	  operations	  from	  design,	  marketing,	  sales	  to	  distribution	  of	  the	  products.	  They	  have	  experience	  in	  business	  operations	  and	  they	  are	  both	  working	  towards	  a	  shared	  goal.	  However,	  one	  of	  the	  two	  is	  working	  with	  the	  brand	  full	  time,	  while	  the	  other	  is	  only	  dedicated	  in	  FC	  on	  part-­‐time.	  	  FC	  is	  consequently	  a	  “one	  man	  show”	  on	  both	  full	  and	  part-­‐time.	  There	  is	  no	  full	  time	  dedication	  to	  the	  company	  and	  FC	  in	  this	  case	  also	  placed	  in	  
trial	  export.	  	  
	  
5.8.5	  Entry	  strategy:	  FC	  does	  not	  have	  sales	  to	  any	  foreign	  markets	  today.	  In	  addition	  they	  do	  not	  have	  any	  sales	  offices,	  distributors	  or	  distributions	  agents.	  Their	  entry	  strategy	  is	  concluded	  to	  be	  trial	  export.	  




5.8.6	  BAKKA	  Marketing	  mix:	  The	  sale	  of	  products	  is	  mainly	  through	  adoption.	  By	  this	  means	  that	  FC	  respond	  to	  the	  customer	  requirement	  in	  the	  design.	  The	  price	  is	  however	  relative	  high,	  something	  that	  is	  against	  placing	  the	  company	  in	  trial	  or	  extensive	  export	  in	  the	  BAKKA	  –model.	  Thus,	  with	  the	  other	  facts	  from	  their	  market	  ting	  mix	  and	  their	  business	  profile,	  we	  have	  moved	  FC	  to	  the	  stage	  of	  extensive	  export.	  	  
5.8.7	  Economic	  result:	  The	  total	  turnover	  increased	  with	  a	  profit	  of	  €	  126,582	  2010.	  Still,	  this	  element	  alone	  cannot	  help	  the	  company	  survive	  in	  the	  future.	  The	  investments	  in	  the	  company	  is	  only	  from	  equity,	  and	  they	  imply	  that	  in	  order	  too	  expand	  they	  might	  need	  help	  from	  an	  investor.	  Thus,	  FC	  is	  placed	  at	  trial	  export.	  	  











5.9	  Boston	  Consulting	  Group	  –	  Market	  share	  in	  reference	  
market	  
	  It	  is	  recommended	  that	  one	  should	  analyse	  the	  company`s	  share	  in	  the	  reference	  market	  because	  it	  is	  relevant	  for	  internationalization.	  The	  BCG	  (Boston	  Consulting	  Group)	  framework	  is	  based	  on	  two	  components;	  the	  company´s	  growth	  on	  the	  reference	  market;	  and	  the	  market	  share	  FC	  have	  in	  this	  market	  compared	  to	  their	  greatest	  competitors.	  (Johnson,	  Whittington,	  Scholes,	  2011)	  The	  BCG	  	  -­‐	  Matrix	  framework	  includes	  the	  product	  life	  cycle	  to	  interpret	  where	  focus	  should	  be	  in	  the	  future.	  	  The	  BCG-­‐Model	  and	  the	  product	  life	  cycle	  are	  illustrated	  in	  appendix	  4.6.	  	  	  In	  addition,	  we	  analysed	  where	  FC	  is	  positioned	  based	  on	  the	  product	  life	  cycle,	  the	  product	  portfolio	  and	  gave	  it	  a	  certain	  symbol:	  Cash	  cow,	  dog,	  question	  mark	  or	  a	  star.	  The	  star	  is	  a	  business	  unit	  with	  a	  high	  market	  share	  in	  a	  growing	  market,	  the	  question	  market	  is	  in	  a	  growing	  market	  but	  without	  a	  market	  share,	  the	  cash	  cow	  is	  a	  unit	  with	  a	  high	  market	  share	  in	  mature	  market	  and	  the	  dog	  is	  a	  unit	  that	  is	  considered	  having	  a	  low	  share	  or	  a	  declining	  market.	  (Johnson,	  Whittington,	  Scholes,	  2011)	  We	  will	  only	  discuss	  the	  position	  that	  is	  relevant	  for	  Fleischer	  Couture. 	  	  
5.9.1	  Product	  life	  cycle	  –	  Business	  growth	  rate	  
	  The	  product	  life	  cycle	  illustrates	  the	  growth	  rate	  of	  products	  or	  services	  in	  a	  market,	  appendix	  4.7	  (Solberg,	  2009).	  The	  products	  life	  cycle	  has	  four	  stages:	  	  Introduction	  –	  growth	  –	  majority	  and	  finally	  the	  stage	  where	  a	  product	  will	  decline.	  FC	  has	  been	  present	  at	  the	  Norwegian	  market	  for	  a	  few	  years,	  and	  they	  are	  still	  cultivating	  at	  the	  market.	  FC	  launched	  their	  first	  products	  in	  2006	  and	  produced	  base	  layer	  clothing	  in	  2008.	  With	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increasing	  turnovers,	  we	  find	  them	  no	  longer	  in	  the	  introduction	  part	  as	  the	  brand	  is	  more	  recognizable.	  It	  is	  noteworthy	  that	  the	  jacket	  collection	  has	  reached	  the	  stage	  of	  majority.	  Therefore,	  we	  find	  FC	  in	  the	  high	  business	  growth	  rate	  at	  the	  BCG	  –	  matrix.	  	  
5.9.2	  Market	  share	  The	  competitors	  FC	  encounters	  on	  the	  Norwegian	  market	  today	  are	  significantly	  large	  companies.	  It	  is	  assumed	  that	  if	  a	  company	  only	  have	  10%	  market	  share	  but	  no	  others	  are	  close	  to	  this	  percentages,	  it	  is	  still	  a	  big	  market	  share.	  There	  is	  a	  group	  of	  smaller	  actors	  fighting	  for	  the	  remaining	  shares	  in	  the	  market,	  and	  FC	  is	  among	  these.	  Their	  product`s	  is	  sold	  to	  47	  distributors	  in	  Norway,	  merely	  a	  small	  part	  of	  the	  potential	  market.	  Thus,	  the	  company	  has	  a	  low	  market	  share	  in	  the	  BCG	  –	  Matrix.	  There	  is	  a	  subsequent	  exploration	  in	  this	  report	  of	  the	  competitive	  rivalry.	  	  	  
5.9.3	  Conclusive	  remarks	  from	  the	  BCG	  matrix	  The	  product	  life	  cycle	  model	  indicates	  that	  FC	  is	  a	  growing	  company	  and	  we	  placed	  them	  in	  the	  “high	  growth”	  phase.	  The	  market	  aspect	  found	  them	  to	  have	  a	  low	  market	  share.	  	  In	  conclusion	  FC	  is	  a	  question	  mark	  as	  they	  still	  and	  FC	  should	  move	  towards	  the	  “star”	  component	  by	  choosing	  new	  markets	  and	  find	  resources	  to	  expand	  the	  product	  portfolio.	  	  	  
6.	  	   	   Relevant	  stakeholders	  
	  
"Stakeholder	  management	  is	  critical	  to	  the	  success	  of	  every	  project	  in	  every	  
organization	  I	  have	  ever	  worked	  with.	  By	  engaging	  the	  right	  people	  in	  the	  
right	  way	  in	  your	  project,	  you	  can	  make	  a	  big	  difference	  to	  its	  success”	  Rachel	  Thompson,	  (mindtools.com)	  Identification	  of	  the	  most	  important	  stakeholders	  should	  be	  made	  before	  any	  preparation	  of	  new	  strategies.	  The	  amount	  of	  stakeholders	  and	  their	  power	  depend	  on	  the	  size	  of	  a	  company	  and	  the	  operations.	  The	  more	  successful	  you	  get,	  the	  more	  people	  are	  influenced	  by	  your	  decisions	  (mindtools.com)	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The	  stakeholder	  map	  is	  a	  framework	  that	  includes	  both	  the	  power	  of	  the	  stakeholder	  and	  the	  interest	  they	  have	  in	  company	  decisions.	  If	  interest	  and	  power	  are	  high,	  the	  stakeholders	  must	  be	  managed	  closely	  in	  the	  future	  strategy.	  But,	  if	  both	  are	  low,	  a	  company	  does	  not	  have	  to	  give	  them	  more	  than	  minimum	  effort.	  
	  
Suppliers:	  FC	  relies	  on	  suppliers	  because	  they	  deliver	  fabrics	  and	  materials	  necessary	  for	  production	  and	  the	  company	  have	  a	  certain	  interest	  in	  the	  suppliers.	  Nevertheless,	  FC	  has	  the	  power	  to	  choose	  from	  many	  suppliers.	  Because	  the	  production	  is	  outsourced	  to	  UNILEVER	  and	  raw	  material	  suppliers	  is	  selected	  by	  UNILVER	  fabrics;	  FC	  interest	  is	  in	  the	  production	  from	  UNILEVER	  and	  they	  should	  be	  kept	  satisfied.	  	  
	  
Government:	  The	  government	  is	  the	  final	  decision	  makers	  with	  enforcement	  and	  power	  over	  how	  business	  should	  be	  conducted.	  We	  can	  assume	  that	  the	  French	  Government	  have	  interest	  in	  our	  expansion	  and	  FC	  must	  follow	  local	  laws	  and	  regulations.	  This	  should	  also	  be	  seen	  in	  light	  of	  foreign	  direct	  investments	  and	  that	  different	  laws	  will	  alter	  the	  outcome.	  The	  government	  usually	  have	  high	  power	  and	  FC	  should	  manage	  them	  closely	  with	  interest.	  	  
	  
Customers:	  The	  retailers	  should	  be	  placed	  at	  Keep	  Satisfied	  because	  they	  are	  the	  ones	  that	  distribute	  FC	  products	  to	  the	  end-­‐customer.	  The	  customers	  have	  high	  power	  because	  they	  can	  easily	  switch	  between	  different	  producers	  and	  brands.	  The	  power	  in	  the	  future	  will	  depend	  on	  to	  what	  degree	  FC	  creates	  brand	  loyalty	  and	  awareness;	  hence	  they	  should	  allocate	  extra	  financial	  resources	  to	  market	  activities	  and	  manage	  them	  closely.	  Most	  importantly,	  we	  will	  discuss	  later	  that	  there	  is	  a	  demand	  after	  more	  eco-­‐friendly	  products	  in	  France	  and	  FC	  operations	  have	  effect	  on	  the	  environment.	  	  In	  conclusion,	  the	  final	  customer	  must	  be	  kept	  satisfied	  and	  managed	  closely.	  	  
	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  54	  
Potential	  employees:	  Today,	  FC	  has	  no	  other	  employees	  than	  themselves.	  However,	  with	  an	  expansion	  to	  France	  e.g.	  an	  agent	  might	  be	  involved	  in	  the	  company	  and	  depending	  on	  how	  fast	  FC	  grow	  at	  the	  market;	  other	  employees	  must	  be	  hired	  as	  well.	  The	  agent	  will	  to	  a	  certain	  degree	  be	  touched	  by	  the	  internal	  decisions	  and	  potential	  employees	  are	  placed	  at	  Manage	  Closely.	  	  
	  
Shareholders:	  Investment	  from	  investors	  will	  almost	  certainly	  be	  needed	  in	  the	  future	  perspective.	  The	  result	  from	  investments	  is	  a	  shareholder	  with	  high	  interest	  and	  high	  power	  in	  the	  company.	  An	  investor	  want	  profit	  back	  in	  the	  future	  and	  shareholder	  interest	  must	  be	  taken	  into	  account.	  Different	  theorist	  as	  Milton	  Friedman	  says	  that	  the	  only	  importance	  of	  a	  firm	  is	  to	  create	  stakeholder	  profits	  (Beaven,	  2012)	  Conversely,	  ethical	  problems	  is	  today	  seen	  in	  the	  light	  of	  Ed	  Freeman	  and	  his	  theories;	  both	  shareholder	  and	  stakeholder	  theory	  is	  important	  for	  survival.	  In	  conclusion,	  shareholders	  should	  be	  managed	  closely.	  
	  
Interest	  groups:	  	  The	  company	  know	  the	  importance	  of	  the	  environmental	  sustainability	  and	  aim	  to	  become	  more	  eco-­‐friendly.	  Nevertheless,	  FC	  is	  today	  a	  small	  enterprise;	  we	  assume	  that	  the	  large	  interest	  groups	  and	  non-­‐governmental	  organisations	  do	  not	  have	  significant	  interest	  in	  FC	  operations.	  Thus,	  Interest	  groups	  do	  not	  have	  a	  big	  power	  in	  FC	  future	  decisions	  and	  interest	  groups	  are	  placed	  at	  minimum	  effort.	  	  
	  
6.2	  Conclusive	  remarks	  	  For	  business	  to	  prosper,	  the	  environment	  where	  one	  operates	  must	  be	  prospering	  to.	  The	  stakeholder	  mapping	  is	  a	  tool	  we	  have	  used	  to	  analyse	  they	  key	  stakeholders	  that	  have	  to	  be	  taken	  into	  account	  at	  decision-­‐making.	  We	  found	  the	  potential	  shareholders,	  employees/agent	  and	  the	  government	  to	  be	  managed	  closely.	  Suppliers	  and	  retail	  customers	  to	  be	  kept	  satisfied.	  Final	  customer	  to	  be	  kept	  satisfied	  and	  managed	  closely,	  interest	  groups	  on	  minimum	  effort.	  The	  stakeholder	  map	  and	  those	  included	  is	  illustrated	  in	  appendix	  4.8	  




7.	  	   The	  Cultural	  Web	  	  The	  organization	  culture	  is	  important	  to	  understand;	  why	  it	  exists	  and	  its	  effect.	  We	  have	  included	  the	  cultural	  web	  that	  represents	  the	  processes	  of	  doing	  things	  and	  illustrate	  behavior,	  physical	  and	  symbolic	  manifestations	  of	  a	  culture	  informed	  by	  different	  assumptions	  or	  the	  paradigm	  of	  the	  organization.	  The	  cultural	  web	  can	  help	  FC	  with	  information	  and	  improve	  the	  business	  activities.	  (Johnson,	  Whittington,	  Scholes,	  2008).	  Illustrated	  in	  appendix	  4.9.	  	  
7.1	  Stories	  The	  stories	  people	  currently	  tell	  about	  FC	  and	  the	  reputation	  communicated	  among	  the	  consumers	  and	  stakeholders.	  (Johnson,	  Whittington,	  Scholes,	  2008)	  FC	  is	  an	  innovative	  company	  and	  the	  clothes	  are	  made	  to	  inspire	  more	  girls	  to	  use	  the	  nature	  for	  outdoors	  activities.	  They	  are	  two	  girls	  that	  launched	  a	  brand	  for	  girls	  that	  are	  both	  fashionable	  and	  sporty.	  At	  the	  same	  time,	  they	  do	  not	  produce	  endless	  numbers	  of	  the	  jacket	  collection.	  A	  girl	  with	  clothes	  from	  FC	  has	  something	  special.	  	  The	  message	  is	  that	  the	  clothes	  should	  inspire	  the	  customer	  to	  use	  the	  nature	  more.	  	  	  	  
7.2	  Rituals	  and	  Routines	  The	  designers	  behind	  FC	  have	  a	  passion	  for	  the	  nature	  they	  are	  sportive	  and	  active.	  (Johnson,	  Whittington,	  Scholes,	  2008)	  This	  behavior	  encourages	  customers	  to	  purchase	  this	  product	  and	  buy	  clothing	  because	  it	  is	  evident	  that	  it	  has	  sufficient	  functions.	  The	  routines	  mirror	  FC	  beliefs,	  there	  is	  a	  lot	  of	  talk	  about	  the	  nature	  and	  especially	  how	  to	  use	  it	  and	  that	  it	  should	  be	  protected.	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7.3	  Symbols	  The	  owners	  wear	  their	  own	  design	  in	  bright	  colors	  at	  different	  arrangement	  and	  occasions.	  FC	  is	  very	  “down	  to	  earth”,	  rational,	  and	  this	  is	  associated	  with	  the	  image.	  	  	  
7.4	  Organizational	  Structure	  The	  organizational	  structure	  is	  informal	  with	  a	  dynamic	  business	  culture	  and	  cooperation	  through	  teamwork.	  	  	  
7.5	  Control	  Systems	  Costs	  are	  highly	  controlled	  and	  customers	  are	  billed	  for	  what	  is	  ordered.	  Quality	  is	  important,	  the	  goal	  is	  to	  provide	  the	  best	  products	  for	  as	  lowest	  possible	  direct	  costs.	  	  
7.	  6	  Power	  Structures	  The	  owners	  have	  real	  power	  in	  the	  organization	  and	  influence	  the	  decisions.	  They	  believe	  in	  a	  middle	  profit	  model,	  as	  they	  are	  not	  prepared	  to	  loose	  customers;	  the	  intention	  is	  to	  maintain	  relationships	  and	  good	  cooperation.	  	  	  
7.7	  Conclusive	  remarks	  The	  operations	  are	  not	  at	  the	  expense	  of	  the	  quality	  and	  and	  stakeholder	  satisfaction.	  FC	  only	  outsources	  their	  production,	  thus	  the	  informal	  approaches	  and	  reputations	  within	  the	  control	  mechanism	  reflect	  what	  their	  core	  values	  stand	  for.	  
	  
8.	   Internal	  Analysis	  Summary	  	  Fleischer	  Couture	  has	  a	  generic	  differentiation	  strategy	  and	  targets	  the	  segment	  with	  niche	  products.	  	  Their	  strategic	  capabilities	  and	  competitive	  advantage	  is	  the	  product	  quality	  and	  design	  based	  on	  the	  Norwegian	  culture.	  	  Likewise	  the	  clothes	  are	  made	  in	  limited	  editions	  and	  they	  sell	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their	  products	  through	  specialized	  retailers.	  	  	  Further,	  we	  argued	  what	  resources	  and	  competences	  that	  are	  main	  strategic	  capabilities.	  The	  management	  has	  a	  shared	  culture	  and	  a	  vision	  of	  FC	  future	  goals	  that	  can	  be	  a	  competitive	  advantage.	  In	  the	  VRIO	  framework	  we	  found	  that	  thee	  main	  strategic	  capability	  resource	  is	  that	  the	  products	  are	  made	  of;	  High	  quality	  materials,	  specially	  designed	  with	  individual	  numbers	  and	  personal	  messages	  from	  designers.	  Due	  to	  the	  value	  chain;	  we	  argued	  that	  they	  have	  strategic	  capabilities	  in	  image	  and	  brand,	  reputation	  and	  design	  based	  on	  the	  Norwegian	  heritage.	  	  The	  competence	  is	  in	  how	  they	  market	  themselves	  through	  Production	  know-­‐how,	  Public	  relation	  activities	  published	  in	  media,	  Word	  of	  Mouth,	  close	  and	  personal	  relationship	  with	  distributors	  and	  retailers.	  FC	  charges	  a	  high	  price,	  offering	  high	  value	  and	  focused	  differentiation.	  	  The	  company	  culture	  is	  informal	  and	  this	  foster	  creativity	  and	  innovation	  	  and	  is	  beneficial	  in	  the	  long-­‐term	  perspective.	  We	  placed	  FC	  within	  the	  component	  of	  trial	  export	  in	  the	  BAKKA-­‐model	  and	  concluded	  that	  exportation	  process	  should	  be	  gradually	  to	  a	  market	  that	  is	  convenient.	  In	  the	  BCG-­‐Matrix;	  FC	  is	  a	  “question	  mark”	  and	  must	  seek	  new	  opportunities	  so	  that	  revenues	  and	  sale	  increase.	  Furthermore,	  FC	  should	  move	  towards	  the	  “star”	  rather	  than	  falling	  down	  to	  a	  “dog”.	  In	  the	  stakeholder	  map	  we	  found	  that	  the	  government,	  potential	  employees/agent	  and	  shareholders	  should	  be	  managed	  closely.	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9.	  	   THE	  EXTERNAL	  ENVIRONMENT	  
	  It	  is	  an	  important	  concept	  for	  organizations	  to	  understand	  the	  business	  environment	  because	  it	  encapsulates	  different	  influences	  and	  the	  complexity	  caused	  by	  interdependence.	  (Johnson,	  Whittington,	  Scholes,	  208)	  The	  different	  layers	  of	  the	  business	  environment	  are	  illustrated	  in	  the	  model	  below.	  The	  outer	  layer	  macro-­‐environment	  includes	  different	  environmental	  factors	  that	  impact	  organizations	  with	  different	  key	  drivers	  of	  change.	  Identification	  of	  key	  drivers	  can	  create	  possible	  scenarios	  and	  strategies	  for	  FC.	  	  The	  next	  layer	  is	  the	  industry	  or	  a	  sector	  with	  a	  group	  of	  organizations	  that	  produces	  similar	  products.	  This	  will	  be	  analyzed	  and	  discussed	  in	  a	  framework	  called	  Porters	  Five	  Forces.	  Further,	  the	  layer	  adjacent	  to	  the	  organization	  is	  the	  competitors	  and	  the	  market	  itself.	  The	  concept	  of	  strategic	  groups	  can	  identify	  direct	  and	  indirect	  competitors	  and	  an	  understanding	  of	  competitive	  rivalry.	  The	  customers	  also	  have	  expectations	  and	  different	  requirements	  that	  we	  will	  try	  to	  comprehend	  through	  market	  segments	  and	  critical	  success	  factors.	  	  
	  
Figure	  1.2:	  The	  Business	  Envrionment	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9.1	  Industry	  Globalization	  
	  Today	  the	  world	  is	  facing	  closer	  integration	  and	  companies	  seek	  to	  establish	  themselves	  abroad.	  The	  integration	  has	  occurred	  because	  of	  huge	  reductions	  within	  transportation	  and	  communications	  costs.	  Moreover	  there	  have	  been	  breakdowns	  of	  tariffs	  and	  non-­‐tariff	  barriers	  that	  emphasize	  closer	  integration	  and	  a	  free	  flow	  of	  goods,	  services,	  capital,	  knowledge	  and	  people	  across	  the	  national	  borders.	  This	  facilitates	  more	  effective	  marketing	  and	  financial	  arrangements,	  (Solberg:	  2009).	  Carl	  Arthur	  Solberg,	  mentions	  three	  important	  factors	  leading	  to	  industry	  globalization;	  Protectionist	  regulations	  in	  countries,	  Nationalistic	  attitudes	  
among	  buyers	  and	  finally	  different	  preferences	  among	  customer	  groups	  or	  
different	  traditions	  concerning	  technical	  solutions.	  
	  Since	  the	  early	  1980s,	  globalization	  has	  been	  a	  dominating	  force	  in	  the	  production	  of	  fashion	  goods.	  The	  transnational	  corporations,	  cyber	  technology,	  and	  electronic	  mass	  media	  spawn	  a	  web	  of	  tightly	  linked	  networks	  that	  cover	  the	  globe.	  (angelasancartier.net)	  These	  forces	  have	  restructured	  the	  world	  economy,	  global	  culture,	  and	  the	  citizen’s	  daily	  lives.	  Transformations	  have	  been	  dramatic	  in	  the	  ways	  dress	  and	  fashion	  are	  produced,	  marketed,	  sold,	  bought,	  worn,	  and	  thrown	  away.	  There	  has	  been	  a	  breakdown	  of	  tariffs	  and	  non-­‐tariff	  barriers	  that	  emphasize	  closer	  integration	  and	  a	  free	  flow	  of	  goods,	  services,	  capital,	  knowledge	  and	  people	  across	  the	  national	  borders.	  This	  facilitates	  effective	  marketing	  and	  financial	  arrangements.	  	   Susan	  Kaiser	  said,	  “The	  tendency	  towards	  both	  increased	  variety	  within	  geographic	  locations	  and	  a	  homogenizing	  effect	  across	  locations	  represents	  a	  global	  paradox”	  (Kaiser1999,	  p.110).	  Shopping	  malls	  in	  every	  city	  have	  the	  same	  stores,	  and	  sell	  the	  same	  fashion	  items.	  	  We	  find	  seemingly	  infinity	  and	  often	  perplexing	  array	  of	  cuts	  and	  fits.	  Fashion	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images	  in	  magazines,	  music	  videos,	  films,	  the	  Internet	  and	  television	  speed	  their	  way	  around	  the	  world,	  they	  create	  a	  “global	  style”.	  (Kaiser	  1999).	  	  Today,	  a	  company	  can	  sell	  and	  target	  American	  consumers,	  and	  produce	  in	  China.	  It	  is	  no	  secret	  that	  cheap	  labour	  force	  can	  easily	  be	  found	  by	  every	  fashion	  producer	  in	  countries	  such	  as	  China,	  Thailand,	  Mexico,	  and	  Vietnam	  (angelasancartier.net).	  	  The	  labour	  force	  is	  large,	  and	  wages	  can	  be	  significantly	  decreased	  with	  outsourcing	  to	  these	  countries,	  thus	  business	  becomes	  more	  profitable.	  	  With	  cheap	  labour	  costs,	  retailers	  can	  also	  lower	  the	  prices	  of	  the	  final	  products	  sold	  to	  the	  end-­‐customer.(angelasancartier.net)	  The	  consequence	  of	  this	  is	  that	  consumers	  unintentionally	  participate	  in	  the	  intensifying	  system	  of	  competition	  among	  manufactures.	  	   Market	  information	  and	  findings	  of	  consumer	  habits	  and	  trends	  in	  the	  French	  environment	  should	  be	  analysed	  before	  export	  as	  the	  environment	  creates	  long-­‐term	  opportunities,	  but	  likewise	  it	  also	  presents	  threats.	  (Johnson,	  Whittington,	  Scholes,	  2011).	  The	  environment	  has	  several	  layers;	  The	  Macro	  –	  environment	  in	  France	  will	  be	  discussed	  in	  the	  PESTEL	  framework.	  Moreover,	  the	  theory	  of	  Geer	  Hofstedet	  have	  been	  included	  to	  see	  if	  there	  is	  significant	  cultural	  differences	  between	  Norway	  and	  France	  so	  FC	  can	  be	  prepared	  for	  possible	  cultural	  challenges.	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  10.	   	  PESTEL	  –	  Macro	  environment	  	  The	  PESTEL	  framework	  enlightens	  the	  changes	  in	  the	  market	  with	  six	  different	  macro-­‐environmental	  forces.	  (Johnson,	  Whittington,	  Scholes,	  2011)	  We	  will	  discuss	  the	  political,	  economic,	  socio	  –	  cultural,	  environmental	  and	  legal	  aspects	  in	  this	  analysis	  as	  all	  the	  forces	  are	  relevant	  for	  FC	  external	  environment.	  Appendix	  5.1.	  	  
10.1	  Political:	  	  
	  France	  is	  a	  part	  of	  EU	  (European	  Union)	  and	  GATT	  (General	  Agreement	  on	  Tariffs	  and	  Trade).	  Thus	  the	  governmental	  laws	  are	  implemented	  in	  harmony	  with	  EU	  regulations	  and	  directives.	  The	  European	  Union	  and	  GATT	  promotes	  a	  free	  market	  among	  the	  member	  nations	  by	  the	  four	  freedoms;	  Free	  movement	  of	  labour,	  products,	  services	  and	  capital.	  The	  trade	  barriers	  are	  removed	  from	  the	  market	  and	  highly	  regulated	  with	  the	  GATT	  articles.	  (http://europa.eu/index_en.htm)	  Norway	  is	  not	  a	  European	  Union	  member,	  but	  members	  in	  the	  EEA	  and	  EFT.	  Thus,	  Norwegian	  companies	  have	  the	  same	  rights	  and	  must	  follow	  the	  same	  regulations	  in	  international	  trade	  as	  any	  other	  EU-­‐member.	  (www.eu-­‐norge.org).	  	  	  The	  French	  consumer	  trends	  in	  the	  travel	  and	  tourism	  industry	  was	  adversely	  impacted	  by	  the	  recession	  and	  the	  global	  crisis	  –	  but	  this	  has	  rebounded	  faster	  than	  expected.	  (Euromonitor	  International,	  2011)	  Tourism	  flows	  have	  been	  increasing	  from	  2010	  compared	  to	  2009	  and	  many	  French	  take	  their	  holidays	  domestic	  in	  France.	  Nevertheless,	  they	  have	  maintained	  the	  recessionary	  mind-­‐set	  and	  reduced	  spending	  in	  related	  markets.	  	  Despite	  of	  this,	  France´s	  GDP	  is	  expected	  to	  grow	  and	  remain	  positive;	  the	  tourism	  industry	  is	  expected	  to	  be	  one	  of	  the	  most	  growing	  and	  dynamic	  in	  France.	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In	  order	  to	  face	  challenges	  and	  cope	  with	  the	  current	  recession,	  France´s	  board	  of	  tourism	  has	  developed	  a	  strategy;	  “Stratégie	  Destination	  France	  2010-­‐2020”.	  The	  board	  aim	  to	  maintain	  France	  as	  a	  leader	  within	  the	  tourism	  industry.	  France	  now	  seeks	  to	  significantly	  reinforce	  the	  attraction	  towards	  more	  high-­‐end	  travellers	  and	  create	  awareness	  about	  several	  attractions	  within	  France.	  	  The	  most	  interesting	  for	  FC	  is	  the	  increased	  promotion	  of	  Rhône	  Alps	  where	  there	  is	  concentrations	  of	  ski-­‐resorts	  and	  specialist	  retailers.	  	  	  The	  French	  enjoy	  traveling	  include	  skiing	  and	  hiking	  in	  the	  mountains	  depending	  on	  the	  seasons.	  Travel	  and	  tourism	  will	  most	  likely	  contribute	  to	  recovery	  and	  sustainability	  from	  the	  recession	  and	  increase	  consumer	  spending	  on	  goods	  and	  the	  average	  spending	  within	  France	  has	  been	  expected	  to	  rise.	  (Euromonitor	  International,	  2011)	  	  
10.2	  Economic:	  	  
	   France	  is	  in	  a	  time	  with	  recession	  and	  a	  survey	  of	  the	  buying	  intentions	  in	  France	  reveal	  that	  French	  consumers	  are	  much	  more	  cautious	  when	  it	  comes	  to	  spend	  money	  and	  reduced	  their	  spending’s	  in	  areas	  such	  as	  technology	  and	  clothing.	  (Euromonitor	  International,:	  2012).	  Further,	  the	  report	  states	  that	  around	  8%	  increased	  their	  spending’s	  on	  clothing	  in	  the	  year	  of	  2011.	  One	  of	  the	  most	  important	  emerging	  trends	  from	  the	  recession	  is	  the	  increasing	  focus	  on	  value	  for	  money	  caused	  by	  reduced	  purchasing	  power.	  (Euromonitor	  International,	  2010).	  	  	  In	  2008	  and	  2009	  they	  reduced	  spending	  on	  non-­‐essential	  and	  high	  end	  products	  and	  this	  has	  adversely	  impacted	  on	  sales	  in	  many	  sectors.	  The	  future	  GDP	  –	  growth	  and	  inflation	  will	  continue	  growing	  but	  on	  a	  smaller	  scale	  (McKinsey,	  2010).	  On	  the	  other	  hand,	  the	  employment	  rate	  is	  growing	  in	  France	  reaching	  10%	  in	  February	  2012	  (http://www.english.rfi.fr).	  If	  this	  rate	  continues	  growing	  rapidly,	  it	  will	  have	  an	  effect	  on	  the	  middle	  class	  of	  France,	  and	  FC’s	  future	  earnings.	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10.3	  Socio	  –	  cultural:	  	  
	  The	  fashion	  habits	  of	  the	  French	  consumers	  differ	  geographically.	  Parisians	  are	  said	  to	  be	  more	  fashionable	  than	  citizens	  in	  other	  regions.	  (Euromonitor	  International,	  2012)	  There	  are	  exemptions	  but	  it	  is	  evident	  that	  consumer	  attitudes	  to	  fashion	  vary	  based	  upon	  socio-­‐economic	  factors	  and	  subcultures.	  	  In	  general,	  French	  consumers	  try	  not	  to	  be	  over-­‐influenced	  by	  external	  factors	  and	  keep	  their	  own	  styles	  inspired	  by	  the	  so-­‐called	  classic	  rules	  of	  what	  is	  French	  fashion.	  The	  French	  keep	  their	  own	  style	  and	  follow	  fashion	  and	  trends	  at	  the	  same	  time.	  Consumers	  think	  carefully	  before	  making	  any	  expensive	  purchases	  and	  some	  also	  expect	  additional	  services.	  	  What	  can	  FC	  offer	  the	  consumers	  so	  they	  would	  be	  willing	  to	  pay	  for	  their	  product?	  	  	  The	  decreasing	  purchasing	  power	  has	  changed	  their	  attitude	  towards	  brands.	  Consumers	  buy	  products	  trough	  specialist	  stores	  because	  they	  connect	  this	  with	  quality	  products.	  At	  the	  same	  time	  as	  price	  is	  important,	  the	  consumers	  choose	  the	  specialist	  stores.	  	  Consumers	  are	  willing	  to	  pay	  more	  in	  specialist	  stores	  because	  they	  associate	  this	  with	  trendy	  and	  high	  quality	  products.	  Purchases	  from	  specialist	  stores	  are	  not	  considered	  routine	  purchases	  and	  they	  offer	  pleasant	  experiences	  when	  shopping.	  Consumers	  consider	  that	  premium	  products	  might	  be	  considered	  worth	  the	  price	  because	  of	  the	  pleasant	  shopping	  experience	  as	  a	  whole.	  	  	  The	  French	  consumer	  is	  faced	  with	  the	  evidence	  of	  that	  choices	  of	  lifestyle	  and	  consumption	  have	  environmental	  consequences;	  many	  consumers	  are	  willing	  to	  pay	  to	  go	  green.	  The	  consumers	  that	  would	  buy	  eco-­‐products	  usually	  have	  higher	  than	  average	  income	  and	  exhibit	  strong	  loyalty	  towards	  brands.	  A	  survey	  from	  2007	  says	  that	  93%	  if	  the	  French	  aged	  20	  years	  and	  above	  care	  about	  the	  environmental	  issues.	  Back	  then	  only	  9%	  where	  ready	  to	  actually	  pay	  for	  the	  eco-­‐friendly	  products	  but	  the	  situation	  has	  changed	  and	  this	  movement	  is	  influential	  on	  the	  consumer	  behaviour.	  It	  is	  implicit	  that	  demand	  for	  green	  products	  is	  expected	  to	  have	  a	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significantly	  growth	  in	  the	  future.	  The	  focus	  in	  eco-­‐friendly	  fashion	  is	  more	  obvious	  in	  the	  sector	  for	  textiles	  and	  clothing.	  The	  trend	  today	  is	  moreover	  towards	  behaviour	  and	  the	  companies	  should	  conduct	  business	  with	  ethics.	  	  	  
	  Several	  reports	  indicate	  increased	  focus	  on	  health,	  sports	  and	  outdoor	  activities,	  (Gally,	  2012).	  In	  consequence,	  we	  can	  assume	  more	  people	  travel	  to	  the	  mountains	  for	  extreme	  sports	  activities.	  	  There	  is	  an	  increasing	  percentage	  of	  women	  with	  higher	  education	  that	  take	  better	  paid	  jobs	  and	  this	  increase	  their	  purchasing	  power.	  	  (http://www.pewsocialtrends.org).	  	  Likewise,	  improved	  household	  purchasing	  power	  also	  increases	  the	  possibilities	  for	  leisure	  and	  outdoor	  activities.	  More	  than	  120	  million	  tourists	  are	  visiting	  the	  French	  Alps	  every	  year	  and	  we	  can	  assume	  that	  this	  increases	  chances	  of	  finding	  FC	  segment	  in	  the	  Region	  of	  Rhône	  Alpes.	  (Daniels,	  2009).	  	  	  Sales	  through	  Internet	  continued	  to	  rise	  in	  France	  in	  2011	  (Euromonitor	  International,	  2012).	  The	  number	  of	  online	  consumers,	  as	  well	  as	  the	  average	  amount	  of	  money	  they	  spent	  online	  for	  each	  purchase	  increases	  every	  year.	  Consumers	  can	  easily	  compare	  prices	  and	  quality	  between	  products	  due	  to	  the	  many	  web	  sides.	  The	  trends	  among	  the	  French	  consumer	  habits	  indicate	  that	  more	  will	  buy	  goods	  from	  the	  Internet	  in	  the	  future	  as	  they	  have	  busy	  lifestyles	  and	  it	  is	  more	  convenient	  to	  do	  the	  shopping	  at	  home.	  	  
	  
10.	  4	  Technological:	  	  
	  More	  efficient	  production	  and	  distribution	  systems	  are	  in	  favour	  of	  FC	  if	  they	  export	  their	  products.	  Easier	  transportation	  of	  products	  to	  retail	  stores	  will	  save	  money	  and	  time	  for	  the	  company.	  Nowadays,	  it	  is	  easier	  for	  people	  to	  travel	  around	  the	  world	  due	  to	  the	  developing	  technology.	  This	  has	  a	  positive	  effect	  on	  tourism.	  (Moden,	  2012)	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  66	  
	  
10.5	  Environmental:	  	  
	  The	  Stern	  Review	  assume	  that	  the	  global	  average	  temperature	  will	  increase	  with	  2	  –	  3	  °C	  The	  next	  50	  years.	  The	  result	  is	  that	  we	  face	  shorter	  winters	  and	  that	  the	  sales	  for	  winter	  and	  outdoor	  clothing	  can	  decrease.	  In	  Norway,	  the	  retailers	  have	  already	  seen	  the	  effects	  and	  will	  have	  an	  impact	  in	  the	  future	  on	  the	  sales	  in	  the	  Alps.	  Emissions	  have	  been,	  and	  continue	  to	  be,	  driven	  by	  economic	  growth;	  yet	  stabilisation	  of	  greenhouse-­‐gas	  concentrations	  in	  the	  atmosphere	  has	  been	  steady	  with	  the	  growth	  (Stern	  review,	  2008)	  The	  information	  and	  awareness	  of	  the	  CO2	  emissions	  should	  now	  be	  implemented	  in	  companies	  sustainability	  programs	  and	  is	  a	  part	  of	  their	  social	  cultural	  responsibility.	  We	  have	  already	  discussed	  how	  consumers	  also	  increase	  their	  demand	  after	  eco-­‐friendly	  products.	  	  	  	  
10.6	  Legal:	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11.	  Micro-­environment	  
	  
11.1	  Porters	  five	  forces	  	  	  “Porter’s	  five	  forces”	  recommend	  that	  one	  should	  analyse	  the	  industry	  attractiveness	  in	  terms	  of	  five	  competitive	  forces;	  the	  power	  of	  suppliers,	  the	  threat	  of	  substitutes,	  the	  power	  of	  buyers,	  and	  the	  threat	  of	  potential	  entrance,	  competitive	  rivalry	  .The	  total	  sum	  from	  the	  first	  four	  factors	  conclude	  the	  degree	  of	  the	  fifth	  force;	  competitive	  rivalry,	  (Johnson,	  Whittington,	  Scholes,	  2008).	  Appendix	  5.2.	  	  	  
11.1.1	  Power	  of	  suppliers:	  	  There	  is	  many	  suppliers	  in	  the	  textile	  industry	  and	  especially	  in	  the	  fareast;	  Entitled	  the	  “world	  factory”	  (www.degree-­‐essays.com/essays).	  In	  principle,	  there	  is	  very	  little	  differentiation	  among	  suppliers	  of	  fabrics	  and	  materials.	  The	  cost	  of	  changing	  to	  other	  suppliers	  is	  low	  and	  this	  indicates	  whom	  that	  have	  the	  greatest	  power	  in	  this	  relation.	  In	  light	  of	  these	  facts,	  we	  consider	  the	  bargaining	  power	  of	  suppliers	  as	  LOW.	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11.1.3	  Power	  of	  buyers:	  The	  cost	  of	  switching	  companies	  is	  more	  or	  less	  non	  existent	  and	  as	  simple	  as	  a	  customer	  can	  walk	  from	  one	  store	  to	  another.	  Most	  importantly,	  consumers	  do	  not	  see	  the	  high-­‐end	  clothing	  as	  an	  essential	  commodity.	  This	  means	  that	  if	  one	  competitor	  raises	  their	  prices,	  the	  customers	  can	  go	  and	  find	  the	  option	  that	  is	  more	  affordable.	  In	  this	  industry,	  the	  companies	  rely	  on	  continuous	  sales,	  and	  FC	  loose	  customers	  to	  a	  competitor	  it	  would	  be	  disadvantageous	  to	  FC. Brand	  loyalty	  and	  awareness	  is	  extremely	  important	  to	  keep	  the	  customers	  interest.	  In	  conclusion;	  the	  costumer’s	  bargaining	  power	  is	  HIGH	  (Johnson,	  Whittington,	  Scholes,	  2011)	  (http://www.wikinvest.com)	  
	  
11.1.4	  Threat	  of	  new	  entrance:	  	  In	  the	  clothing	  industry	  it	  is	  difficult	  to	  characterize	  the	  degree	  of	  patents	  regulation	  of	  markets	  and	  we	  assume	  that	  it	  is	  not	  difficult	  to	  entry	  the	  market	  for	  other	  producers.	  Nevertheless;	  if	  we	  distinguish	  between	  different	  types	  of	  markets	  and	  focus	  on	  the	  niche	  market;	  it	  is	  difficult	  to	  entry	  a	  market	  where	  companies	  positioning	  themselves	  with	  focused	  differentiation.	  In	  despite	  of	  this	  it	  is	  difficult	  to	  gain	  a	  large	  market	  share	  and	  the	  threat	  of	  entry	  is	  significantly	  higher	  among	  the	  small	  companies.	  We	  consider	  the	  threat	  of	  new	  entry	  as	  HIGH.	  (Johnson,	  Whittington,	  Scholes,	  2011).	  	  
	  
11.1.5	  Competitive	  rivalry:	  	  Competitive	  rivals	  are	  those	  organisations	  with	  similar	  products	  and	  services	  aimed	  at	  the	  same	  customer	  group	  (Johnson,	  Whittington,	  Scholes,	  2011).	  The	  four	  previous	  forces	  impose	  that	  there	  is	  a	  significant	  degree	  of	  competitive	  rivalry	  between	  companies	  in	  the	  clothing	  industry.	  	  Because	  of	  what	  we	  have	  discussed,	  the	  fact	  that	  the	  market	  is	  fragmented	  and	  that	  many	  companies	  are	  of	  equal	  sizes;	  the	  competitive	  rivalry	  is	  considered	  to	  be	  HIGH.	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11.2	  Strategic	  group	  analysis	  –	  competitors	  	  
	  
11.2.1	  Introduction	  Competitive	   rivals	   are	   those	   organizations	   that	   offer	   similar	   products	   or	  services	   and	   target	   similar	   customer	   groups.	  When	   the	   competitors	   are	  more	   of	   an	   equal	   size	   –	   there	   is	   a	   danger	   of	   more	   intense	   competition	  because	  one	   competitor	  will	   always	   attempt	   to	   gain	  dominance	  over	   the	  others.	  On	  the	  other	  side,	  the	  industries	  that	  are	  competitive	  usually	  have	  one	  or	  two	  more	  or	  less	  dominant	  organizations	  whereas	  the	  small	  players	  challenge	   them	   directly.	   By	   this	   means	   that	   they	   focus	   more	   on	  differentiation	   to	   avoid	   the	   attention	   from	   the	   more	   dominate	  companies.(Johnson,	  Whittington,	  Scholes,	  2011)	  	  	  
11.2.2	  Scope	  We	  will	   briefly	   present	   the	   largest	   companies	   that	   dominate	   the	  market	  and	  imply	  direct	  and	  indirect	  competition	  for	  FC.	  The	  focus	  should	  be	  on	  competitors	   that	   also	   focus	   on	   differentiation	   or	   the	   niche	   market	   and	  challenge	  FC	  currently	  position	  directly	   .The	  competitors	  are	   seen	   in	   the	  light	   of	   their	   segments,	   their	   products,	   price	   and	   their	   position	   on	   the	  international	  market.	  	  
11.2.3	  Norrøna	  Norrøna	   was	   the	   first	   company	   that	   used	   Gore-­‐Tex	   in	   1977.	  (www.norrona.com)	   The	   product	   portfolio	   is	   large	   with	   diversity	   and	  made	   for	   all	   levels	   of	   ambitions,	   activities	   and	   weather	   conditions.	   The	  philosophy	  behind	  the	  design	  is;	  Loaded	  minimalism™.	  Fantastic	  products,	  made	   as	   simple	   as	   possible	   with	   critical	   details.	   The	   products	   indirect	  competition	  with	  FC	  is	  their	  “Lyngen”-­‐collection	  with	  down	  jackets,	  	  “/29”	  -­‐	   with	   clothing	   for	   an	   active	   lifestyle	   and	   “Falketing”	   with	   jackets	   for	  lightweight	  mountaineering.	   	  The	  quality	   is	   innovative	  and	   they	   focus	  on	  light-­‐weighted	   products	  with	   high	   quality	   in	   bright	   colors.	   The	   price	   for	  the	   down	   jacket	   is	   today	   2999	   NOK	   and	   not	   as	   expensive	   as	   Fleischer	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Couture.	  Norrøna	  distribute	  through	  400	  stores	  in	  17	  countries	  and	  their	  home	   page	   on	   the	   Internet.	   This	   includes	   the	   French	   market	   and	   the	  Rhône-­‐	  Alps.	  Norrøna	   target	   a	   large	   segment	   and	   sell	   products	   to	   active	  men	   and	  women	   in	   all	   ages	  with	   a	   demand	   after	   functional,	   quality	   and	  innovative	  products.	  	  
	  
11.2.4	  Bergans	  Bergans	  produce	  with	  the	  goal	  of	  reaching	  new	  distances,	  and	  ensure	  that	  their	   products	   keep	   their	   promises	   on	   the	   way	   to	   new	   challenges.	  (www.bergans.no)	  Inspired	  by	  explorers	  and	  the	  Norwegian	  heritage,	  they	  cooperate	  with	  the	  regular	  hiker	  and	  the	  sporty	  people,	  and	  use	  this	  as	  an	  important	  role	   in	  the	  development	  of	  products	  and	  their	   image.	   	  Bergans	  products	   in	  direct	   competition	  with	  FC	   is	   the	  Down	  and	  Heat	   Insulating-­‐category.	   In	   this	   category	   they	   have	   insulation	   and	   heat	   enhancing	  garments.	   They	   are	   either	   filled	   with	   down	   of	   the	   highest	   quality	   or	  padded	   with	   lightweight	   polyester.	   	   High	   quality	   to	   a	   reasonable	   price,	  from	  around	  2000,-­‐	  NOK.	  Bergans	  distribute	  products	   in	   in	  21	   countries	  throughout	   the	   world,	   France	   and	   Rhône	   Alpes	   included,	   and	   Internet	  distribution.	  Their	  main	  segments	  are	  men,	  women,	  children	  and	  youth	  in	  all	  ages	  with	  an	  active	  lifestyle.	  	  	  
11.2.5	  The	  North	  Face	  	  The	   North	   Face	   was	   established	   in	   1966	   in	   San	   Francisco.	  (www.thenorthface.com)	  Today	  they	  are	  one	  of	  the	  largest	  suppliers	  in	  the	  world	  in	  this	  industry.	  Their	  mantra	  is	  Never	  Stop	  Exploring™.	  The	  North	  Face	   proclaims	   that	   they	   are	   first	   choice	   of	   some	   of	   the	   worlds	   most	  accomplished	  climbers,	  runners,	  snowboarders	  and	  skiers.	  	  Their	  clothing	  and	   equipment	   lines	   are	   based	   upon	   the	  wilderness	   chic	   term	   and	   they	  want	  to	  create	  clothing	  for	  customers	  that	  face	  different	  challenges	  in	  life.	  Technical	   and	   Innovative	   inspired	   by	   professionals.	   	   Bright	   colors,	   large	  product	   –	   line,	   specialized	   in	   outerwear,	   fleece,	   coats,	   shirts	   and	   other	  equipment.	  High	  quality	  and	  focus	  on	  both	  bright	  colors	  as	  well	  as	  classical	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black	  and	  white.	  	  Products	  are	  in	  the	  same	  price	  range	  as	  Fleisher	  couture	  and	   they	   can	   compete	   with	   their	   jackets	   and	   base	   layer.	   Sold	   through	  Internet,	   retailers	   and	   outlets	   throughout	   three	   different	   continents.	  France	   and	   Rhône	   Alps.	   The	   North	   Face	   is	   today	   a	   well-­‐known	   brand	  among	  youth	  and	  active	  people,	  both	  women	  and	  men	  in	  all	  ages.	  	  	  
11.2.6	  Peak	  Performance	  	  Peak	   Performance	   was	   established	   1986	   in	   Sweden	   by	   three	   talented	  skiers	  that	  created	  a	  brand	  combining	  function	  with	  simple,	  attractive	  and	  classic	  design.	   (www.peakperformance.com)	  Today	   they	  are	   represented	  in	   many	   countries	   and	   enjoy	   a	   good	   reputation.	   The	   foundation	   of	   the	  brand	   is	   their	   love	   of	   nature	   and	   good	   design.	   The	   main	   products	   in	  competition	  with	  FC	  are	  the	  Peak	  Performance	  collection	  with	  new	  fabric	  technology,	   designed	   with	   innovative	   features	   for	   activities	   and	   an	  environment	   that	  demand	  reliable	  products.	  They	  are	  detailed,	  made	   for	  training,	   skiing	  and	  urban	   living.	  The	   focus	   is	  more	  on	   the	  classic,	   casual	  and	   sporty	  design	   rather	   than	   fashion.	  The	  winter	   coats	   are	   in	   the	   same	  price	   range	   as	   FC	   but	   mostly	   not	   as	   expensive.	   Peak	   Performance	  distributes	   clothes	   in	  15	  different	   countries	  where	  France,	   and	   the	  Röne	  Alpes	   is	   represented	   and	   on	   the	   Internet.	   Their	   target	   group	   is	   Men,	  Women	  from	  the	  age	  of	  18-­‐35	  and	  children.	  The	  customer	  profile	  is	  active,	  classic	  and	  urban	  and	  buys	  the	  clothes	  because	   it	   is	  attractive	  and	  not	  to	  flashy.	  	  	  
11.2.7	  Kari	  Traa	  	  Kari	  Traa	  is	  an	  Olympic	  Champion	  in	  freestyle	  with	  three	  Olympic	  Medals.	  (www.karitraa.no)	   The	   product	   portfolio	   is	   inspired	   by	   Vigorous	  Norwegian	   design.	   The	   style	   is	   feminine	   and	   meet	   requirements	   for	   an	  active,	  sporty	  and	  adventurous	  lifestyle.	  Kari	  Traa	  says	  that	  her	  collection	  is	   suitable	   for	   both	   “ladies”	   and	   outdoor	   people.	   The	   main	   products	   in	  direct	   competition	  with	   FC	   is	   her	   base	   layer	   collection,	   her	   hats	   and	   the	  hoods	  in	  colorful	  design.	  The	  prices	  of	  the	  products	  are	  in	  the	  same	  price-­‐range	  as	  FC	  base	  layer	  and	  hat	  collection.	  Kari	  Traa	  distribute	  through	  11	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countries,	   France	   and	   Rhône	   Alpes	   Included	   and	   on	   Internet.	   The	   main	  segment	   is	   women	   and	   girls	   from	   18-­‐35	   with	   an	   active	   lifestyle	   and	  demands	  a	  feminine	  touch	  combined	  with	  urban	  design.	  	  
	  
11.2.8	  Wilde	  Roses	  Wild	   Roses	   provides	   a	   clothing	   range	   designed	   exclusively	   for	   active	  women	   and	   provide	   skiing-­‐	   and	   hiking-­‐friendly	   apparel	   that	   combines	  functionality	   and	   feminine	   appeal.	   (www.wildroses.it)	   They	   design	  clothing	   exclusively	   for	   active	   women.	   The	   life	   of	   women	   is	   not	   always	  about	  reaching	  the	  highest	  mountains;	  it	  is	  about	  passion	  and	  to	  things	  for	  other	   self-­‐actualization.	  Wild	  Roses	  presents	   two	  product	   lines	  per	   year;	  jackets	  and	  other	  clothing	   for	  sports	  and	  activity;	  one	  summer	  collection	  and	  a	  winter	  collection.	  The	  collections	  are	  limited	  and	  approx.	  100	  pieces	  each.	   Italian	   design	  manufactured	   in	   Europe.	   Focus	   on	   top	   quality	   high-­‐tech	  materials	  with	  modern	   functional	   characteristics.	   The	  price	   is	   fairly	  high	   and	   in	   the	   same	   extent	   as	   FC	   products.	   	   Wild	   Roses	   distribute	  products	   in	   more	   than	   14	   countries	   and	   they	   have	   a	   well-­‐developed	  professional	  network.	  Wild	  roses	  present	  themselves	  as	  a	  premium	  brand	  and	   target	  women	   in	   close	   touch	  with	   the	   nature.	   The	   segment	   is	   those	  women	   between	   18-­‐40	   who	   prefer	   to	   move	   outdoors	   and	   passionately	  work	  on	  their	  dream.	  	  	  
11.2.9	  Sweet	  protection	  This	  Norwegian	  company	  was	  set-­‐up	  by	  a	  group	  of	  snowboarders	  in	  2000	  with	   cooperation	   from	   the	   world	   known	   snowboarder	   Terje	   Håkonsen.	  Today	   they	   produce	   apparel,	   technical	   clothing,	   helmets	   and	   equipment	  for	  mountaineering,	  skateboarding	  and	  the	  active	  lifestyle.	  	  Inspired	  by	  the	  mountain	   in	   Norway,	   the	   Californian	   surfing	   culture,	   skateboarding	   and	  cultivating	   childhood	   activities	   as	   an	   adult.	   They	   produce	   high	   quality	  products	   with	   technical	   details	   and	   bright	   colors.	   	   One	   of	   their	   main	  products	  that	  can	  compete	  with	  FC	  is	  “The	  Resolution	  Series”.	  The	  clothes	  are	  of	  high	  quality	  production	  and	  in	  the	  same	  price-­‐range	  as	  FC	  products.	  Distribution	   of	   the	   products	   is	   today	   in	   16	   different	   nations,	   France	   and	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Rhône	   Alpes	   included.	   	   They	   also	   have	   distribution	   through	   different	  online	  –	  retailers.	  Mainly	  to	  the	  action	  sports	  market,	  this	   is	  a	  subculture	  with	   a	   growing	   popularity	   among	   youth	   and	   young	   adults	   in	   the	  world.	  	  They	  sell	  clothing	  to	  both	  men	  and	  women	  within	  the	  same	  segment	  as	  FC.	  
 
We	  have	  placed	  the	  strategic	  group	  analysis	  in	  two	  different	  exhibits;	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Figure	  1.4:	  Strategic	  Group	  Analysis	  The	  second	  exhibit	  illustrated	  how	  many	  market	  segments	  the	  different	  competitors	  serve	  at	  the	  world	  market;	  and	  to	  what	  extent	  they	  profile	  their	  brands	  as	  high	  quality	  with	  a	  premium	  price.	  
	  
11.3	  Conclusive	  remarks	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12.	  Financial	  Risks	  	  
	  Marketing	  in	  foreign	  countries	  leads	  the	  company	  in	  to	  new	  and	  unknown	  situations	  (Solberg,	  2010).	  Moreover,	  the	  company	  meet	  uncertainty	  of	  exportation.	  	  There	  are	  different	  types	  of	  risks	  and	  the	  most	  important	  for	  FC	  is	  the	  financial	  risk	  and	  can	  be	  divided	  into	  three	  sub	  categories.	  (Solberg,	  2010).	  	  
	  
Commercial	  risks:	  The	  credit	  worthiness	  of	  customers.	  Customer	  structure	  and	  payment	  conditions	  are	  dependent	  on	  this.	  	  	  
Political	  risks:	  Economical	  and	  political	  decisions	  affecting	  import,	  and	  the	  political	  situation	  in	  the	  country.	  Both	  can	  prevent	  payment	  from	  import	  country	  to	  export	  country.	  	  	  
Economical	  risks:	  Possibility	  for	  changed	  conditions	  for	  the	  exporters	  calculations,	  resulting	  in	  lower,	  as	  well	  as	  higher	  profits.	  Fluctuations	  in	  exchange	  rates.	  Changing	  interest	  rates	  and	  the	  discount	  level	  or	  changes	  in	  prices.	  	  For	  FC	  as	  a	  small	  exporter	  the	  most	  essential	  will	  be	  the	  customer	  generation	  of	  profit	  and	  the	  commercial	  risk	  aspect.	  There	  is	  different	  ways	  of	  reducing	  the	  commercial	  risk	  (Solberg,	  2010):	  	  
• Spread	  the	  sales	  on	  a	  broader	  customer	  base,	  
• Spread	  risk	  on	  more	  parts	  of	  the	  value	  chain	  
• Creating	  payment	  conditions	  and	  credit	  assessment.	  	  If	  the	  exchange	  rate	  between	  the	  Euro	  and	  Norwegian	  kroners	  changes	  dramatically,	  this	  will	  have	  a	  significant	  impact	  on	  FC’s	  sales.	  	  A	  devaluation	  of	  the	  Euro	  means	  that	  the	  products	  will	  be	  more	  expensive	  on	  the	  French	  market;	  and	  weakens	  FC	  competition	  capability.	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Moreover,	  there	  is	  the	  transportation	  risk	  and	  risk	  of	  product	  responsibility	  (Solberg,	  2010).	  Who	  has	  the	  responsibility	  if	  the	  products	  
get	  lost	  or	  damaged	  before	  final	  destination?	  	  It	  is	  suggested	  that	  under	  an	  international	  agreement	  a	  choice	  of	  law	  clause	  should	  be	  implemented	  in	  the	  contract	  and	  FC	  must	  create	  document	  collection	  agreements	  with	  the	  domestic	  and	  the	  buyers	  bank	  if	  they	  choose	  transportation	  through	  a	  3rd	  party.	  	  (Schaffer	  ,	  Beverly,	  2012)	  Finally;	  the	  risk	  of	  piracy	  is	  huge	  in	  fashion	  (newyorker.com).	  This	  can	  damage	  the	  revenues	  and	  FC	  reputation.	  A	  strong	  protection	  of	  their	  name	  and	  symbols	  should	  me	  made	  under	  international	  laws	  of	  patents	  and	  trademarks.	  
 
13.	  The	  French	  cultural	  dimensions	  
	  Culture	  is	  about	  what	  that	  is	  taken	  for	  granted	  and	  it	  contribute	  to	  how	  different	  groups	  respond	  and	  how	  they	  behave.	  Hence	  it	  is	  important	  to	  distinguish	  the	  differences	  between	  French	  and	  Norwegian	  culture	  and	  the	  impact	  this	  will	  have	  on	  the	  strategy.	  The	  cultural	  influences	  exist	  at	  multiple	  levels	  and	  we	  will	  identify	  the	  difference	  in	  the	  business	  environment.	  (Prentice	  Hall,	  Exploring	  Coorporate	  strategy:	  p	  196)	  	  There	  are	  certain	  aspects	  in	  the	  French	  business	  environment	  FC	  should	  be	  aware	  of;	  Geert	  Hofstede	  is	  a	  Dutch	  professor	  that	  has	  studied	  how	  the	  cultural	  dimensions	  influence	  certain	  standards	  in	  the	  business	  environment.	  Moreover,	  he	  have	  collected	  a	  large	  dataset	  within	  a	  multinational	  company	  called	  IBM	  over	  an	  six	  years	  period	  from	  1967	  to	  1973	  and	  includes	  over	  70	  nations	  he	  have	  categorized	  in	  a	  five	  dimension	  model	  with	  the	  following	  dimensions;	  The	  Power	  Distance	  Index,	  Individualism,	  Masculinity,	  Uncertainty	  Avoidance	  and	  Long	  Term	  Orientation.	  (http://geert-­‐hofstede.com)	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13.1	  The	  Five-­dimension	  model	  
	  
Figure	  1.5:	  The	  five	  -­	  dimension	  model	  
13.1.2	  The	  Power	  Distance	  Index	  -­	  PDI	  
This	  dimension	  express	  that	  individuals	  in	  societies	  are	  unequal	  and	  how	  this	  change	  our	  attitudes.	  Power	  distance	  is	  defined	  as	  “The	  extent	  to	  which	  
the	   less	   powerful	   members	   of	   institutions	   and	   organizations	   within	   a	  
country	   expect	   and	   accept	   that	   power	   is	   distributed	   unequally”.	   France	  score	   quite	   high	   on	   the	   scale	   of	   the	   PDI	   and	   France	   is	   a	   society	   where	  inequality	   is	   highly	   accepted.	   France	   is	   one	   of	   the	   most	   hierarchical	  countries	   in	   the	   world.	   The	   power	   is	   centralized,	   the	   attitude	   towards	  management	   is	   formal	   and	   the	   flow	   of	   information	   is	   hierarchical.	  Information	  is	  controlled	  and	  associated	  with	  power.	  Norway	  score	  31	  on	  this	   dimension	   and	   exemplify	   that	   Norwegians	   are	   more	   independent,	  hierarchy	  is	  for	  convenience	  only,	  and	  they	  value	  equal	  rights.	  The	  power	  is	  decentralized	  and	  control	  is	  disliked.	  The	  communication	  is	  more	  direct,	  participative	  and	  based	  on	  consensus.	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13.1.3	  Individualism	  	  -­	  IDV	  
This	   dimension	   addresses	   the	   “Degree	   of	   interdependence	   a	   society	  
maintain	  among	  its	  members.	  The	  dimension	  measures	  how	  individualistic	  the	  society	  is	  –	  or	  whether	  they	  are	  collectivistic;	  where	  one	  belong	  more	  to	   a	   group	   that	   take	   care	   of	   them	   in	   exchange	   for	   more	   loyalty.	   France	  score	  with	  71	  on	  the	  individualistic	  index	  and	  explain	  that	  they	  are	  highly	  individualistic	   and	   favor	   individual	   and	   private	   opinions.	   Likewise,	   they	  take	  care	  of	  themselves	  and	  the	  closest	  family	  rather	  than	  a	  group.	  In	  the	  business	  environment	  this	  means	  that	  work	  is	  based	  upon	  contracts,	  task-­‐oriented	   and	   autonomy	   is	   favored.	   They	   communicate	   quite	   direct	   and	  voice	   out	   opinions	   to	   others.	   Management	   is	   the	   management	   of	   the	  people	   as	   individuals	   and	   it	   is	   expected	   to	   receive	   recognition	   of	   ones	  works.	  Norway	  score	  69	  and	   they	  are	  quite	   similar	   to	  France.	  There	   is	   a	  clear	  line	  between	  the	  private	  life	  and	  work	  and	  business	  relationships	  are	  contractual.	  	  
13.1.4	  Masculinity	  /	  Femininity	  	  -­‐	  MSV	  
If	   one	   scores	   high	   on	   this;	   it	   indicate	   that	   the	   society	   in	   the	   country	   is	  driven	  by	  masculinity,	   competition,	   achievement,	   success	  and	   survival	  of	  the	   fittest.	  On	   the	  other	  side;	  a	   low	  score	  means	   that	   the	  society	   is	  more	  feminine	  and	  that	  the	  values	  in	  the	  society	  is	  dominated	  by	  care	  for	  others	  and	  that	  quality	  of	  life	  should	  be	  in	  accord	  with	  success.	  The	  fundamental	  in	  this	  dimension	  is	  what	  motivates	  the	  individuals	  in	  the	  society.	  France	  score	  43;	   they	  are	  relatively	   feminine	  with	  a	  care	   for	   life	  quality	  and	   the	  focus	  on	  work	  is	  purely	  to	  live.	  The	  material	  signs	  of	  success	  should	  not	  be	  highly	  visible	  and	  value	  supportive	  management.	  Norway	  score	  8	  on	  this	  index	   and	   is	   one	   of	   the	  most	   feminine	   societies	   in	   the	  world.	   Solidarity,	  free	  time	  and	  flexibility	  is	  important	  and	  the	  focus	  is	  more	  on	  well-­‐being,	  self	  development,	  rather	  than	  status.	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13.1.5	  Uncertainty	  avoidance	  -­	  UAI	  
This	   dimensions	  measures	   “The	  extent	   to	  which	  the	  members	  of	  a	  culture	  
feel	  threatened	  by	  ambiguous	  or	  unknown	  situation	  and	  whether	  the	  beliefs	  
and	   institutions	  are	  created	   to	  avoid	   these.”	   It	   is	   to	  what	   extent	   a	   society	  deals	  with	  the	  unknown	  future	  and	  anxiety.	  France	  score	  86	  on	  this	  index	  and	  is	  one	  of	  the	  countries	  with	  the	  highest	  score.	  They	  favor	  certainty	  and	  reach	  this	  through	  a	  concept	  that	  respond	  for	  need	  of	  details,	  backgrounds	  and	   context.	   They	   have	   certain	   rules	   and	   security	   to	   avoid	   stress	   and	  planning	  is	  very	  important.	  Norway	  is	  a	  pragmatic	  culture	  with	  a	  score	  50	  on	  this	  index.	  There	  is	  a	  need	  for	  both	  generalists	  and	  experts.	  	  People	  are	  more	  or	  less	  relaxed	  and	  not	  averse	  to	  taking	  risks.	  	  
13.1.6	  Long-­	  term	  orientation	  	  -­‐	  LTO	  	  This	  dimension	  is;	  	  “The	  extent	  to	  which	  a	  society	  shows	  a	  pragmatic	  future-­
oriented	  perspective	  rather	  than	  a	  conventional	  historical	  short-­term	  point	  
of	  view”.	  	  France	  score	  39	  on	  the	  index	  and	  therefore	  is	  a	  short-­‐term	  oriented	  society.	  France	  values	  traditions,	  norms,	  virtue	  and	  truth	  as	  guidelines.	  In	  business	  this	  means	  that	  they	  focus	  on	  quick	  results,	  the	  social	  trends	  and	  rituals	  drive	  consumption	  in	  the	  society.	  Norway	  score	  44	  and	  is	  like	  France	  a	  short-­‐term	  oriented	  culture.	  	  	  
13.1.7	  Conclusive	  remarks	  When	  FC	  expands	  to	  France,	  they	  should	  know	  that	  the	  French	  business	  environment	  involves	  formality,	  use	  of	  titles	  and	  last	  names.	  There	  is	  a	  high	  power	  distance	  and	  in	  business	  negotiations,	  they	  are	  both	  deal	  and	  relationship-­‐oriented;	  hence	  the	  importance	  to	  talk	  about	  culture	  such	  as	  art	  and	  heritage.	  	  They	  favor	  certainty	  and	  reach	  this	  through	  a	  concept	  that	  respond	  for	  the	  need	  of	  details,	  backgrounds	  and	  context.	  Moreover	  French	  like	  debate,	  elegant	  phrasing	  and	  relish	  discussions.	  One	  should	  follow	  the	  norms	  and	  rules	  that	  exist	  and	  be	  aware	  of	  that	  one	  need	  to	  go	  to	  the	  management	  or	  those	  with	  authority	  to	  gain	  information	  and	  be	  aware	  of	  the	  importance	  of	  contracts	  and	  consensus.	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15.	  	   	   Strategy	  
	  
15.	  1	  SWOT	  	  The	  SWOT	  framework	  comprises	  the	  most	  important	  findings	  from	  our	  internal	  and	  external	  analysis	  in	  four	  different	  dimensions;	  strengths,	  
weaknesses,	  opportunities	  and	  threats,	  (Johnson,	  Whittington,	  Scholes,	  2008)	  This	  is	  helpful	  to	  create	  a	  strong	  background	  for	  a	  strategy	  and	  an	  entry	  mode	  for	  Fleischer	  Couture.	  	  
15.1.2	  Strengths	  FC	  is	  a	  small	  company	  with	  two	  owners	  and	  they	  have	  strong	  control	  over	  the	  business	  operations	  and	  the	  value	  chain.	  	  Their	  close	  relationship	  mirrors	  the	  culture	  and	  they	  have	  a	  common	  vision	  and	  goals	  for	  the	  heading	  business	  directions.	  	  	  The	  company	  have	  strategic	  resources	  from	  knowledge	  in	  the	  marketing	  and	  design	  discipline.	  Thus,	  this	  is	  an	  advantage	  for	  future	  design,	  marketing,	  sales	  and	  economics.	  	  	  The	  company	  Image	  is	  clear	  and	  embody	  the	  marketing	  aspect.	  Likewise	  have	  the	  choice	  of	  communication	  channels	  been	  selective	  and	  they	  have	  moved	  towards	  a	  focused	  differentiation	  mode.	  	  	  The	  product	  portfolio	  can	  easily	  follow	  the	  market	  trends	  because	  the	  company	  is	  small	  and	  information	  from	  the	  market	  channels	  rather	  fast	  through	  the	  value	  chain	  activities.	  	  	  FC	  found	  their	  niche	  in	  the	  market	  and	  they	  have	  the	  strategic	  capability	  to	  positioning	  themselves	  with	  differentiation	  in	  a	  fragmented	  market	  structure	  with	  high	  competitive	  rivalry.	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15.1.3	  Weaknesses	  There	  are	  limited	  resources	  of	  capital	  and	  FC	  is	  sensitive	  for	  the	  financial	  aspect	  in	  the	  value	  chain.	  	  	  The	  production	  is	  outsourced	  and	  FC	  is	  sensitive	  to	  correct	  production.	  If	  any	  errors	  occur	  they	  do	  not	  have	  the	  possibility	  to	  prevent	  this	  and	  might	  loose	  sale	  from	  jackets	  that	  cannot	  be	  sold.	  	  	  FC	  might	  not	  have	  the	  possibility	  to	  check	  if	  all	  the	  retailers	  are	  credit	  worthy.	  	  	  	  Certain	  aspects	  of	  the	  activities	  and	  the	  operations	  might	  be	  neglected	  because	  FC	  manages	  the	  majority	  of	  the	  value	  chain.	  	  	  FC	  does	  not	  have	  any	  core	  competence	  and	  they	  are	  forced	  to	  continuously	  pay	  attention	  on	  the	  competitive	  rivalry.	  	  	  FC	  has	  no	  knowledge	  of	  international	  business.	  	  
15.4	  Opportunities	  The	  increased	  focus	  on	  the	  environmental	  issues	  creates	  a	  opportunity	  for	  FC	  to	  produce	  innovative	  products	  and	  increase	  sales	  at	  a	  market	  with	  demand	  after	  eco-­‐friendly	  products.	  	  	  	  The	  company	  should	  seek	  Investment	  opportunities	  and	  enlargement	  of	  product-­‐portfolio.	  	  	  The	  French	  government	  focus	  largely	  on	  domestic	  tourism	  and	  FC	  can	  take	  advantage	  of	  their	  strategies.	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French	  consumers	  purchase	  more	  goods	  from	  Internet	  retailers,	  thus	  this	  creates	  an	  opportunity	  for	  FC	  to	  target	  French	  consumers	  from	  an	  online-­‐distribution.	  	  	  	  Globalization	  and	  trade	  among	  nations	  are	  growing	  rapidly;	  hence	  the	  clothing	  industry	  and	  trends	  is	  a	  manner	  of	  internationalization	  forces	  and	  create	  market	  possibilities	  in	  France	  for	  a	  Norwegian	  company.	  	  	  	  The	  product	  portfolio	  has	  huge	  potential.	  	   The	  European	  Union	  and	  the	  Four	  Freedoms	  principle	  simplify	  trading	  among	  the	  member	  countries	  and	  EEC	  members	  –	  this	  easy	  the	  entry	  mode	  for	  FC	  to	  the	  French	  market.	  	  
	  
15.5	  Threats	  There	  are	  many	  competitors	  at	  the	  market	  and	  the	  rivalry	  is	  high,	  thus	  it	  is	  difficult	  to	  gain	  sustainable	  market	  share.	  	  	  The	  recession	  in	  Europe	  creates	  uncertainty	  and	  the	  decrease	  in	  product	  purchase	  power	  makes	  it	  difficult	  to	  predict	  a	  definite	  outcome	  of	  export	  to	  France.	  	  	  The	  exchange	  rates	  can	  fluctuate	  and	  FC	  may	  lose	  competitive	  strength	  if	  the	  EURO	  devaluate	  against	  the	  NOK	  as	  it	  will	  be	  more	  expensive	  to	  buy	  the	  products.	  	  	  The	  cultural	  differences	  can	  create	  challenges	  and	  misunderstandings	  and	  FC	  must	  be	  prepared	  to	  cope	  with	  those	  challenges.	  	  	  The	  governmental	  forces,	  bureaucracy	  and	  regulations	  might	  cause	  problems	  for	  a	  small	  company	  and	  one	  need	  to	  collect	  enough	  information	  of	  the	  differences.	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15.6	  Conclusive	  remarks	  	  It	  is	  obvious	  that	  Fleischer	  Couture	  has	  internal	  strengths	  to	  cope	  with	  the	  weaknesses	  and	  threats	  to	  create	  applicable	  opportunities	  at	  the	  French	  market.	  In	  conclusion,	  an	  interpretation	  the	  weaknesses	  and	  threats	  must	  be	  considered	  when	  we	  suggest	  an	  entry	  strategy	  so	  FC	  can	  create	  sustainable	  market	  opportunities.	  	  The	  SWOT	  model	  is	  illustrated	  in	  appendix	  6.1.	  
	  
	  
16.	  	   Strategic	  Problem	  definition	  	  
	  The	  following	  part	  of	  this	  report	  comprehends	  an	  introduction	  to	  a	  global	  strategy	  for	  FC	  and	  entry	  mode	  suggestions.	  The	  first	  and	  most	  important	  feature	  of	  a	  strategy	  is	  the	  strategic	  problem	  definition	  composed	  by	  findings	  from	  the	  SWOT-­‐framework.	  	  	  
“How	  can	  FC	  use	  their	  strategic	  capabilities	  to	  cope	  with	  their	  weaknesses	  in	  
order	  to	  differentiate	  themselves	  and	  create	  market	  opportunities	  at	  the	  
French	  market?”	  
	  
16.1	  Strategic	  marketing	  goals	  
	  The	  basic	  preparation	  before	  an	  expansion	  is	  the	  creation	  of	  clear	  strategic	  goals.	  “An	  effective	  mission	  statement	  should	  clearly	  articulate	  
organizational	  goals	  such	  as	  growth,	  profitability,	  stability,	  or	  survival,	  
stated	  in	  strategic	  sense”	  (Jones	  &	  Barlett	  Learning).	  The	  objectives	  have	  been	  divided	  into	  short-­‐term	  goals	  and	  long-­‐term	  goals.	  Short-­‐term	  goals	  are	  those	  FC	  should	  meet	  before	  expansion.	  Secondly	  the	  long-­‐term	  goals	  should	  FC	  mainly	  achieve	  at	  the	  French	  market	  within	  the	  next	  5	  years.	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16.2	  Short	  –	  term	  goals	  
	  The	  short	  –	  term	  goals	  are	  influenced	  with	  the	  information	  from	  the	  SWOT	  framework	  and	  are	  the	  following;	  
• Create	  investment	  opportunities	  and	  attract	  investors	  
• Increased	  market-­‐activities	  and	  promotion	  campaigns	  to	  attract	  new	  customers	  and	  create	  greater	  brand	  awareness.	  	  
• Collect	  information	  and	  know-­‐how	  of	  the	  international	  clothing	  industry	  and	  international	  business	  
• Expect	  increased	  sales	  revenues	  with	  20%	  	  	  
16.3	  Long	  –	  term	  goals	  in	  expansion	  
	  The	  long	  –	  term	  goals	  are	  influenced	  by	  the	  external	  environment	  in	  France:	  	  	  
• Market-­‐activities;	  Aggressive	  promotion	  campaign	  and	  branding	  
• Generate	  positive	  total	  turnover	  profit	  in	  France	  within	  the	  first	  three	  years	  of	  exportation	  	  
• Increased	  sales	  with	  25%	  annually	  first	  5	  years	  
• Create	  a	  strong	  network	  and	  market	  know-­‐how	  within	  the	  first	  2	  years	  
• Expand	  the	  product-­‐portfolio	  with	  accessories	  such	  as	  bags	  and	  key-­‐strings	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16.4	  Critical	  Success	  Factors	  
	  
“The	  critical	  success	  factors	  are	  the	  essential	  areas	  of	  activity	  that	  must	  be	  
performed	  well	  if	  you	  are	  to	  achieve	  the	  mission,	  objectives	  or	  goals	  for	  your	  
business	  project	  “	  (mindtools.com).	  	  The	  identification	  of	  critical	  success	  factors	  can	  help	  FC	  generate	  a	  better	  chance	  of	  success	  and	  we	  found	  the	  critical	  success	  factors	  to	  be	  the	  following:	  
• FC	  must	  differentiate	  themselves	  from	  competitors	  with	  innovative	  design.	  	  
• Effective	  distribution	  chain	  with	  control	  over	  all	  the	  critical	  details	  
• Trust-­‐worthy	  partners	  and	  a	  good	  network	  in	  France	  
• Market	  oriented	  management	  
• Cultural	  understanding	  and	  relationship	  orientation	  
• Market	  activities	  through	  communication	  channels	  	  
	  
17.	  Strategic	  business	  units	  	  	  A	  strategic	  business	  unit	  (SBU)	  is	  the	  part	  of	  FC	  where	  there	  is	  an	  external	  market	  for	  their	  products	  that	  is	  different	  from	  other	  SBU.(Johnson,	  Whittington,	  Scholes,	  2008)	  	  Identification	  of	  the	  SBUs	  eases	  by	  the	  following	  criteria	  can	  help	  as	  identify	  appropriate	  SBUs	  for	  FC	  and	  the	  foundation	  of	  business	  level	  strategies.	  	  
	  
17.1	  Market	  based	  criteria.	  
	  FC	  offers	  products	  to	  one	  customer	  group.	  However,	  the	  distribution	  is	  through	  significantly	  different	  distribution	  channels.	  FC	  retail	  the	  products	  to	  consumers	  through	  specialized	  stores	  and	  sell	  direct	  through	  distributors	  on	  the	  Internet,	  hence	  this	  is	  different	  SBUs.	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17.2	  Product-­based	  criteria	  
	  The	  variety	  in	  the	  product-­‐portfolio	  is	  different	  SBUs.	  They	  differ	  from	  each	  other,	  as	  the	  price-­‐levels	  are	  different.	  The	  reasoning	  behind	  the	  pricing	  strategy	  of	  each	  SBU	  must	  be	  communicated	  out	  to	  the	  customers	  differently.	  This	  means	  that	  one	  must	  justify	  the	  prices	  on	  their	  jackets	  by	  the	  extended	  product	  features;	  and	  why	  this	  is	  more	  expensive	  than	  the	  hats	  or	  the	  base	  layer	  clothing.	  This	  is	  exemplified	  by	  the	  quality	  of	  the	  product	  and	  that	  the	  jackets	  are	  produced	  in	  limited	  numbers.	  	  
	  
17.3	  Capabilities-­based	  criteria.	  
	  The	  organization	  has	  the	  same	  similar	  strategic	  capabilities,	  thus	  the	  strategic	  capabilities	  is	  the	  same	  SBU	  as	  they	  manufacture	  branded	  good	  from	  one	  business-­‐unit	  to	  the	  same	  distribution	  channel	  and	  end-­‐customer	  target	  group.	  	  	  
17.4	  Game	  theory	  	  	  	  Game	  theory	  concerns	  the	  interdependent	  relationship	  between	  competitors,	  as	  one	  competitor	  will	  be	  dependent	  on	  the	  next	  move	  or	  choices	  made	  by	  the	  others.	  (Johnson,	  Whittington,	  Scholes,	  2008)	  The	  assumption	  is	  made	  to	  understand	  the	  competitive	  dynamics	  in	  the	  terms	  of	  this	  theory	  and	  based	  on	  the	  following	  principle	  have	  guided	  our	  development	  of	  strategies;	  Analyze	  the	  competitors,	  their	  choices	  and	  their	  strategies	  so	  we	  can	  decide	  strategy	  guided	  by	  the	  outcome	  of	  the	  most	  important	  competitors.	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17.5	  Responding	  to	  competitive	  threat	  	  	  Competitors	  target	  the	  same	  customers,	  although	  on	  the	  basis	  of	  a	  different	  competitive	  strategy,	  the	  preservation	  of	  the	  competitive	  advantage	  can	  be	  under	  threat.	  (Johnson,	  Whittington,	  Scholes,	  2011)	  It	  has	  been	  suggested	  different	  responds	  to	  the	  competitive	  threats.	  We	  will	  only	  discuss	  those	  that	  are	  important	  for	  FC	  from	  our	  findings	  in	  the	  competitor	  analysis.	  	  	  First,	  FC	  should	  focus	  on	  multiple	  bases	  of	  differentiation.	  This	  will	  emphasize	  their	  benefits	  and	  FC	  should	  focus	  more	  on	  design	  and	  innovation.	  Networking,	  preservation	  of	  relationships	  with	  retailers	  is	  thus	  more	  important	  so	  they	  present	  FC	  products	  properly	  in	  the	  stores.	  	  	  Secondly,	  FC	  must	  ensure	  a	  more	  meaningful	  foundation	  of	  their	  differentiation.	  The	  customer	  should	  be	  able	  to	  discern	  a	  meaningful	  benefit	  of	  the	  product	  and	  persuade	  customers	  of	  the	  benefit	  of	  choosing	  their	  product.	  FC	  should	  highlight	  the	  value	  of	  the	  limited	  editions	  each	  year,	  the	  high	  quality	  and	  the	  trendy	  design	  to	  justify	  the	  high	  premium	  price.	  	  	  Third,	  they	  must	  minimize	  the	  price	  differences	  for	  superior	  products	  and	  focus	  on	  less	  price-­‐sensitive	  market	  segments.	  Consequently	  the	  lower-­‐price	  alternative	  is	  regarded	  as	  less	  beneficial.	  	  	  Finally,	  the	  different	  products	  in	  the	  portfolio	  should	  be	  considered	  as	  separate	  SBUs	  as	  the	  products	  have	  a	  different	  price	  premium.	  Also,	  the	  jackets	  are	  more	  expensive	  than	  the	  hats	  and	  should	  be	  marketed	  differently.	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17.6	  The	  Strategy	  Clock	  	  
	  The	  'Strategy	  Clock'	  is	  constructed	  by	  Cliff	  Bowman	  and	  his	  study	  of	  competitive	  positions,	  appendix	  7.1	  (Johnson,	  Whittington,	  Scholes,	  2011)	  In	  addition	  to	  the	  VRIO	  analysis	  and	  Porters	  Generic	  Strategies	  we	  evaluated	  FC	  competitive	  position	  with	  Bowman`s	  Competitive	  Strategy	  Options.	  The	  framework	  considers	  that	  competitive	  advantage	  is	  closely	  related	  to	  cost	  or	  differentiation	  and	  Bowman	  generated	  eight	  strategic	  options.	  FC	  Is	  placed	  among	  differentiation	  and	  focused	  differentiation.	  In	  other	  words;	  FC	  use	  differentiation	  with	  a	  price	  premium	  to	  generate	  competitive	  advantage.	  The	  perceived	  added	  value	  should	  be	  is	  sufficient	  to	  bear	  the	  price	  premium	  of	  the	  products.	  	  
	  
17.7	  Conclusive	  remarks	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18.	  	   Nine	  strategic	  windows	  
	  The	  industrial	  structure	  and	  internationalization	  capability	  suggests	  what	  strategy	  that	  should	  be	  implemented	  (Solberg,	  2009).	  Moreover,	  in	  the	  model	  nine	  strategic	  windows	  we	  can	  se	  what	  type	  of	  strategy	  FC	  should	  obtain	  in	  their	  export	  plans,	  appendix	  7.2	  
	  The	  internal	  analysis	  of	  FC	  said	  that	  they	  do	  not	  have	  much	  knowledge	  of	  international	  marketing	  and	  business.	  Besides,	  the	  financial	  resources	  are	  only	  based	  on	  equity;	  and	  FC	  internationalization	  ability	  is	  in	  consequence	  low.	  	  	  The	  industrial	  aspect	  of	  fashion	  will	  never	  become	  an	  absolute	  global	  industry;	  implicit	  described	  in	  the	  literature;	  “	  The	  fashion	  industry	  
typically	  embodies	  any	  product,	  service	  or	  market	  where	  there	  is	  an	  element	  
of	  style	  that	  is	  likely	  to	  be	  short	  lived,	  if	  not	  constantly	  changing	  with	  trends	  
“(Christopher,	  Lawson,	  Peck,	  2004).	  Nevertheless,	  fashion	  can	  be	  described	  as	  an	  international	  industry	  as	  companies	  produce	  and	  sell	  clothes	  among	  the	  different	  countries	  in	  the	  world.	  Hence	  the	  industry	  globalization	  is	  at	  a	  medium	  level	  in	  the	  Nine-­‐window	  framework.	  In	  consequence	  FC	  is	  positioned	  in	  the	  window	  where	  one	  should;	  seek	  niches	  
in	  international	  markets.	  Also	  this	  is	  a	  conclusion	  in	  accord	  with	  previously	  assumptions;	  FC	  would	  benefit	  from	  a	  strategy	  with	  focused	  differentiation.	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19.	  	   Mode	  of	  Entry	  	  	  A	  distribution	  channel	  can	  be	  defined	  as	  a	  component	  in	  the	  value	  chain	  where	  the	  product	  is	  sold	  to	  the	  end-­‐consumer.	  (Solberg,2009)	  	  The	  distribution	  channels	  at	  the	  market	  should	  be	  evaluated	  before	  the	  selection	  of	  entry	  mode.	  Distribution	  abroad	  with	  large	  geographical	  distances	  can	  cause	  problems.	  Likewise,	  the	  cultural	  and	  institution	  barriers	  might	  generate	  difficulties	  for	  an	  exporter.	  Hence,	  there	  should	  be	  a	  connection	  between	  the	  company	  and	  the	  market	  throughout	  a	  suitable	  distribution-­‐system.	  The	  system	  should	  ease	  the	  following	  issues:	  Promotion	  and	  sale	  of	  products	  on	  the	  market,	  transportation,	  barriers,	  taxes	  and	  quotas	  when	  the	  products	  pass	  the	  borders,	  the	  financial	  aspect,	  payments,	  after-­‐sale-­‐services	  and	  finally;	  subsidise	  market	  trend	  information.	  The	  main	  modes	  of	  entry	  choices	  suggested	  by	  Solberg	  are;	  Wholesaler,	  Importer,	  Agent,	  Sales	  office	  or	  export	  without	  representation.	  We	  will	  only	  focus	  on	  entry	  mode	  suggestions	  tangible	  for	  FC	  today.	  	  
	  
19.1	  Export	  through	  importer	  
	  The	  positive	  of	  an	  entry	  mode	  with	  export	  through	  an	  importer	  is	  the	  possible	  reduction	  of	  financial	  risk.	  The	  activities	  in	  the	  value	  chain	  will	  be	  dispatched	  and	  separated	  and	  the	  importer	  can	  manage	  and	  control	  primary	  activities	  such	  as	  promotion,	  sales,	  savings	  in	  the	  market	  and	  outbound	  transportation.	  Thus,	  the	  importer	  has	  the	  financial	  responsibility	  of	  marketing	  activities	  and	  sales.	  	  (Solberg,	  2009).	  Nevertheless,	  an	  importer	  might	  have	  several	  brands	  in	  their	  product	  collection	  and	  some	  market	  activities	  and	  promotion	  of	  FC	  might	  be	  neglected	  in	  favour	  of	  other	  brands.	  Likewise,	  the	  requirements	  of	  all	  rights	  reserved	  in	  the	  importers	  country	  can	  cause	  difficulties	  with	  regard	  to	  a	  branding,	  segmentation	  and	  positioning	  in	  accord	  with	  FC	  strategy.	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19.2	  Export	  through	  agent	  	  
	  FC	  is	  a	  small	  company	  and	  export	  through	  agency	  safeguards	  control	  of	  marketing	  and	  sales	  activities	  within	  the	  management.	  (Solberg:	  2009:	  254)	  An	  agent	  should	  promote	  the	  sales	  and	  provide	  market-­‐orientated	  feedback	  to	  the	  FC	  head	  office.	  (Solberg	  2009)	  The	  main	  benefit	  with	  this	  strategy	  is	  that	  an	  agent	  has	  market	  information,	  good	  network	  and	  relations	  with	  different	  distribution	  channels.	  Likewise,	  an	  agent	  is	  the	  most	  affordable	  choice	  exempt	  from	  export	  without	  a	  representative.	  FC	  can	  then	  approach	  the	  retailers	  indirect,	  manage	  the	  financial	  aspects	  and	  participate	  actively	  in	  marketing	  activities.	  	  	  The	  disadvantage	  is	  however	  that	  agents	  live	  from	  provision	  of	  sales	  and	  can	  think	  volume	  and	  act	  with	  carelessness	  of	  what	  is	  most	  beneficial	  for	  FC.	  Consequentially,	  due	  to	  international	  agreements	  a	  principal-­‐agent	  contract	  should	  include	  a	  clause	  and	  a	  choice	  of	  laws.	  If	  FC	  employs	  a	  dependent	  agent	  in	  the	  host	  country,	  the	  government	  might	  require	  subsidy	  tax	  payment,	  as	  the	  laws	  of	  Foreign	  Direct	  Investments	  will	  apply.	  In	  conclusion;	  FC	  should	  cooperate	  with	  an	  independent	  agent	  in	  order	  to	  avoid	  unnecessary	  costs.	  	  	  
19.3	  Export	  without	  a	  representative	  
	  The	  mode	  of	  entry	  without	  a	  representative	  is	  beneficial	  for	  FC	  because	  they	  have	  control	  over	  all	  the	  activities	  without	  and	  do	  not	  require	  payments	  to	  other	  representatives.	  (Solberg,	  2009)	  	  Moreover,	  with	  direct	  export,	  the	  management	  in	  FC	  can	  reach	  the	  end-­‐consumer	  at	  the	  market,	  access	  market	  information	  and	  increased	  proficiency.	  Besides,	  FC	  can	  target	  a	  fixed	  segment	  and	  implement	  the	  most	  beneficial	  marketing	  mix	  strategy	  from	  own	  perspective.	  The	  research	  of	  Johnson,	  Scholes	  and	  Whittington	  express	  how	  small	  -­‐	  inexperienced	  companies	  more	  easily	  can	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save	  costs	  entry	  several	  foreign	  markets	  with	  this	  strategy	  and	  target	  a	  larger	  group	  of	  customers.	  	  
	  
19.4	  Entry	  strategy	  
	  The	  capability	  FC	  has	  to	  day	  with	  regard	  to	  financial	  resources	  require	  that	  management	  maintain	  the	  control	  mechanism	  in	  the	  value	  chain.	  Furthermore,	  for	  future	  strategy	  propositions	  we	  suggest	  that	  it	  is	  important	  for	  FC	  to	  find	  their	  niche	  in	  the	  market	  and	  differentiate	  themselves	  from	  their	  competitors	  due	  to	  high	  competitive	  rivalry	  and	  the	  low	  switching	  cost	  for	  consumers.	  The	  importance	  of	  a	  good	  positioning	  and	  control	  leaves	  no	  choice	  for	  FC	  to	  cooperate	  with	  an	  importer.	  Hence	  FC	  should	  enter	  France	  with	  an	  Agent	  in	  which	  can	  provide	  bureaucratic	  experience,	  cultural	  knowledge	  and	  established	  network,	  appendix	  7.3.	  FC	  maintains	  their	  control	  over	  the	  value	  chain	  activities	  whereas	  the	  agent	  only	  participates	  with	  promotion,	  sales	  and	  market	  activities.	  Nonetheless,	  an	  agent	  should	  act	  as	  the	  link	  between	  FC	  and	  possible	  retailers	  at	  the	  French	  market.	  	  
	  In	  addition,	  FC	  should	  use	  the	  opportunities	  of	  the	  socio-­‐cultural	  trends;	  more	  customers	  purchase	  goods	  online,	  as	  this	  is	  convenient	  and	  less	  time	  consuming.	  This	  means	  that	  promotion	  and	  distribution	  activities	  through	  an	  agent	  and	  an	  online	  store	  increase	  branding,	  communication	  and	  easy	  access	  to	  the	  products.	  	  	  We	  discovered	  in	  the	  internal	  and	  external	  analysis	  that	  it	  is	  important	  for	  FC	  to	  move	  away	  from	  the	  question	  mark	  in	  the	  BCG-­‐framework	  should	  attract	  an	  investor	  over	  time	  and	  expand	  their	  product-­‐portfolio.	  Moreover,	  FC	  should	  differentiate	  them	  and	  reach	  their	  main	  target	  group	  with	  help	  from	  the	  agents	  network	  and	  online	  distribution	  channels.	  It	  is	  also	  suggested	  that	  FC	  can	  benefit	  from	  transportation	  directly	  from	  production	  plants	  to	  the	  retail	  stores	  in	  France	  in	  order	  to	  avoid	  double	  taxation.	  The	  agent	  ought	  to	  supervise	  assurance	  of	  product	  quality	  and	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that	  the	  product	  is	  in	  accord	  with	  the	  minimum	  requirements.	  In	  conclusion,	  this	  strategy	  can	  seize	  those	  opportunities	  FC	  have	  today	  and	  meet	  the	  critical	  success	  factor	  	  
20.	  Segmentation,	  Targeting	  and	  Positioning	  A	  market	  segment	  is	  “a	  group	  of	  customers	  with	  similar	  needs	  that	  are	  




	  The	  customer	  needs	  vary	  for	  different	  reasons,	  and	  the	  segmentation	  evolves	  from	  consumer	  buying	  behavior	  and	  what	  they	  value	  when	  they	  purchase	  any	  goods.	  	  Thus,	  we	  will	  include	  the	  findings	  from	  the	  external	  environment	  analysis	  and	  market	  dynamics	  in	  order	  to	  target	  the	  group	  that	  generate	  profits	  and	  create	  market	  share	  opportunities.	  Besides,	  FC	  strength	  and	  their	  competitive	  advantage	  should	  be	  attractive	  within	  the	  segment	  and	  the	  specific	  group	  of	  customers.	  (Johnson,	  Whittington,	  Scholes,	  2011)	  	  
	  There	  are	  several	  different	  suggestions	  for	  market	  segmentation	  FC	  can	  apply	  in	  their	  strategy;	  undifferentiated	  offer,	  differentiated	  offer,	  or	  concentrated	  offer.	  (Kotler	  and	  Keller,2006)	  The	  segmentation	  process	  in	  France	  depends	  on	  the	  market	  structure	  and	  to	  what	  degree	  the	  segment	  need	  individual	  adaptation.	  	  (Solberg,	  2009)	  By	  this	  means	  the	  degree	  of	  product	  adaptation,	  special	  communication	  and	  distribution	  channels	  or	  differentiated	  price-­‐offers.	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Differentiated	  marketing	  is	  widely	  spread	  among	  Norwegian	  exporters	  today	  which	  means	  that	  the	  exporter	  establish	  a	  niche	  in	  the	  market	  to	  cope	  with	  competitive	  rivalry.	  (Solberg,	  2009)	  Furthermore,	  It	  has	  been	  discoursed	  how	  FC	  differentiate	  themselves	  at	  the	  Norwegian	  market;	  FC	  focus	  on	  a	  specific	  a	  segment	  in	  the	  market	  with	  a	  demand	  for	  custom-­‐made	  design,	  a	  trendy	  appeal	  for	  an	  active	  and	  urban	  lifestyle.	  The	  benefit	  of	  this	  strategy	  is	  that	  FC	  can	  follow	  market	  trends;	  specific	  customers	  needs	  and	  brand	  loyalty.	  	  	  Brand	  awareness	  is	  important	  for	  FC	  in	  a	  market	  where	  the	  products	  and	  brand	  is	  unknown;	  customer	  loyalty	  generates	  increasing	  sales.	  In	  consequence,	  their	  choice	  of	  segment	  will	  determine	  future	  profit	  and	  market	  shares.	  Thus,	  we	  have	  identified	  a	  segment	  FC	  should	  approach	  on	  grounds	  of	  geographical,	  demographical,	  pshycograpical	  and	  behavioural	  criteria.	  	  (Etzen,	  Walker,	  Stanton,	  2004).	  
	  
20.1.2	  Geographical	  segmentation	  Geographic	  segmentation	  means	  that	  one	  subdivides	  a	  market	  in	  segments	  by	  location	  criteria;	  regions,	  countries,	  cities,	  and	  towns	  where	  people	  live	  and	  work	  (Etzen,	  Walker,	  Stanton,	  2004).	  Likewise	  we	  suggest	  that	  the	  segment	  in	  France	  is	  naturally	  placed	  in	  the	  Rhône-­‐Alps.	  The	  methodology	  research	  conclusion	  implies	  that	  FC	  segment	  in	  France	  are	  active,	  interested	  in	  outdoors	  activities	  and	  that	  the	  specialist	  stores	  in	  the	  Alps	  generate	  sales	  potential.	  Nonetheless	  there	  is	  also	  many	  tourists	  and	  students	  in	  the	  surrounding	  area;	  hence	  both	  national	  and	  international	  potential	  customers	  with	  a	  need	  for	  FC	  products.	  	  
	  
	  
20.1.3	  Demographic	  segmentation	  Examples	  of	  demographic	  segmentation	  are	  age,	  gender,	  family	  life	  -­‐	  cycle,	  income,	  and	  education	  and	  a	  usually	  included	  in	  segmentation	  procedures.	  (Etzen,	  Walker,	  Stanton,	  2004).	  	  From	  our	  findings	  we	  suggest	  that	  FC	  should	  target	  women	  from	  20-­‐40	  years	  whereas	  the	  biggest	  market	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potential	  is	  among	  women	  with	  fulltime	  job	  and	  a	  relatively	  good	  income.	  Nevertheless,	  students	  might	  purchase	  FC	  products	  due	  to	  that	  the	  perceived	  value	  of	  winter	  jackets	  is	  higher	  than	  other	  casual	  everyday	  clothing.	  	  
	  
20.1.4	  Psychographic	  segmentation	  By	  psychographic	  segmentation	  means	  those	  characteristics	  related	  to	  how	  a	  consumer	  thinks,	  feels,	  and	  behave.	  (Etzen,	  Walker,	  Stanton,	  2004)	  Moreover,	  the	  features	  can	  be	  separated	  further	  in	  to;	  personality,	  lifestyle	  and	  values.	  The	  FC	  woman	  in	  France	  is	  concerned	  by	  environmental	  issues	  and	  would	  pay	  more	  for	  innovative	  and	  eco	  friendly	  products.	  Likewise;	  she	  is	  urban	  and	  pay	  attention	  towards	  her	  own	  appearance,	  thus	  fashion	  and	  trend	  is	  just	  as	  important	  as	  quality	  and	  comfort.	  We	  choose	  not	  to	  focus	  more	  on	  the	  personality	  characteristic,	  as	  it	  is	  difficult	  to	  reach	  a	  group	  based	  on	  personality.	  (Etzen,	  Walker,	  Stanton,	  2004),	  Besides,	  an	  important	  aspect	  of	  marketing	  activities	  is	  to	  avoid	  wasted	  marketing	  effort	  and	  resources.	  (Etzen,	  Walker,	  Stanton,	  2004).	  	  
	  
20.1.5	  Behaviour	  segmentation	  The	  behaviour	  segmentation	  are	  the	  most	  product-­‐related.	  (Etzen,	  Walker,	  Stanton,	  2004).	  The	  FC	  woman	  is	  innovative,	  a	  natural	  “first-­‐mover	  and	  she	  is	  constantly	  updated	  on	  market	  trends	  in	  the	  Fashion-­‐industry.	  Moreover	  she	  reads	  magazines	  and	  fashion	  articles	  on	  the	  Internet.	  The	  FC	  woman	  discusses	  fashion,	  activities	  and	  trends	  with	  friends,	  thus	  she	  identify	  herself	  with	  what	  is	  currently	  appropriate	  within	  her	  reference	  group.	  When	  the	  FC	  woman	  likes	  a	  certain	  brand	  she	  spread	  this	  through	  word-­‐of-­‐mouth	  and	  she	  would	  purchase	  clothes	  from	  the	  brand	  again.	  Hence	  the	  DC	  woman	  is	  loyal	  towards	  the	  company.	  In	  conclusion;	  the	  FC	  woman	  is	  active,	  social	  passionate,	  individual	  and	  love	  outdoor	  activities.	  	  
20.1.6	  Customer	  needs	  Maslow´s	  hierarchy	  of	  needs	  suggest	  that	  is	  important	  for	  a	  person’s	  individuality	  and	  self-­‐esteem	  to	  pursue	  their	  goals.	  	  This	  framework	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illustrates	  that	  the	  physical	  needs	  are	  one	  of	  the	  most	  fundamental	  ones	  for	  a	  customer;	  and	  this	  includes	  the	  need	  for	  food,	  safety	  and	  in	  this	  case	  most	  importantly	  clothing.	  (Wikipedia.org)	  The	  theory	  of	  self	  –	  actualization	  is	  the	  component	  on	  top	  of	  the	  hierarchy	  of	  needs	  and	  demonstrates	  the	  importance	  for	  the	  customer	  to	  have	  freedom	  and	  choices.	  In	  conclusion,	  the	  FC	  woman	  need	  functional	  clothing	  with	  features	  that	  include	  quality,	  value	  and	  comfort	  to	  pursue	  outdoor	  activities	  and	  that	  give	  her	  self-­‐esteem	  to	  reach	  those	  goals	  of	  self-­‐actualization.	  The	  model	  can	  be	  seen	  in	  appendix	  7.4.	  
	  
20.2	  Targeting	  
	  Conclusive	  observations	  from	  our	  segmentation	  process	  help	  us	  to	  define	  the	  target	  population.	  Research	  suggests	  that	  a	  company	  with	  focus	  on	  niche	  marketing	  and	  differentiation	  should	  target	  their	  segment	  with	  a	  Single	  –	  Segment	  Strategy	  (Etzen,	  Walker,	  Stanton,	  2004).	  Likewise,	  FC	  target	  one	  specific	  characterized	  segment	  within	  the	  total	  market	  and	  can	  be	  defined	  as;	  	  
	  
The	  FC	  customer	  is	  an	  active	  woman	  between	  20-­40	  years	  that	  live	  in	  an	  
urban	  environment	  and	  with	  need	  for	  quality	  clothing	  in	  order	  to	  pursue	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20.3	  Positioning	  The	  position	  of	  a	  company	  is	  how	  their	  product,	  brand	  or	  organization	  is	  perceived	  compared	  to	  competitors	  by	  prospective	  customers	  (Etzen,	  Walker,	  Stanton,	  2004).	  It	  is	  important	  to	  find	  the	  position	  FC	  should	  have	  so	  they	  can	  attract	  the	  customer	  segment	  with	  their	  differentiation	  strategy,	  appendix	  7.5.	  Thus,	  FC	  should	  position	  themselves	  as	  a	  company	  with	  the	  following	  Image;	  	  	  
FC	  is	  brand	  with	  love	  and	  care	  for	  the	  environment	  that	  offers	  the	  customer	  
a	  sporty	  and	  fashionable	  image	  with	  trendy	  innovative	  details.	  
	  
21.	  Marketing	  Mix	  
	  
21.1	  Price	  
	  It	  is	  possible	  with	  individual	  prices	  in	  one	  market	  without	  the	  influence	  of	  the	  price	  level	  in	  another	  market.	  Hence	  the	  pricing	  strategy	  depends	  on	  different	  strategic	  situations	  (Solberg,	  2009).	  The	  findings	  from	  the	  methodology	  and	  the	  external	  analysis	  should	  typically	  be	  the	  formation	  of	  the	  prices.	  In	  the	  clothing-­‐industry	  with	  a	  competitive	  situation	  where	  each	  vendor	  has	  its	  own	  uniqueness	  in	  relation	  to	  quality,	  image,	  brand	  value	  and	  so	  on,	  the	  prices	  will	  influence	  each	  other	  (Solberg,	  2009).	  Likewise,	  FC	  must	  take	  the	  current	  recession	  in	  Europe	  into	  consideration	  and	  the	  fact	  that	  the	  purchasing	  power	  in	  France	  has	  declined	  more	  significantly	  than	  the	  situation	  in	  Norway.	  FC	  pricing	  strategy	  is	  defined	  from	  to	  what	  extent	  the	  industry	  is	  globalized	  and	  their	  internationalization	  capability	  and	  four	  different	  price	  situations;	  Multi	  Local	  prices,	  Loc,	  local	  price	  follower	  and	  global	  price	  adapter.	  We	  will	  only	  discuss	  the	  situation	  with	  relevance	  for	  FC.	  The	  framework	  with	  the	  different	  strategic	  situations	  is	  illustrated	  in	  appendix	  7.6.	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21.1.1	  Formation	  of	  price	  FC	  is	  a	  local	  price	  follower.	  They	  have	  low	  internationalization	  capability	  and	  operate	  in	  a	  multi-­‐local	  market	  and	  must	  be	  prepared	  to	  accept	  the	  current	  price	  situations	  they	  should	  face	  in	  the	  French	  market.	  The	  main	  challenge	  is	  that	  FC	  has	  an	  unfortunate	  financial	  resource	  situation	  and	  limited	  understanding	  of	  local	  market	  forces.	  Hence,	  the	  formation	  of	  prices	  is	  formed	  by	  provided	  market	  information	  and	  should	  be	  adjusted	  along	  with	  the	  learning	  experience.	  Also,	  a	  full	  cost	  calculation	  is	  suggested	  for	  both	  the	  Norwegian	  and	  the	  French	  market	  in	  a	  situation	  with	  uncertainty.	  In	  the	  survey,	  the	  respondents	  agreed	  that	  sporty,	  appropriate	  and	  trendy	  product	  features	  are	  extra	  added	  value	  and	  FC	  can	  thus	  charge	  a	  higher	  price	  premium.	  However,	  the	  group	  in	  the	  survey	  experiment	  that	  received	  the	  picture	  with	  FC	  most	  expensive	  product	  with	  the	  explanation	  of	  a	  fashionable	  jacket	  would	  pay	  a	  mean	  of	  372	  Euros.	  The	  respondents	  in	  the	  survey	  experiment	  that	  saw	  the	  picture	  with	  the	  explanation	  of	  a	  sporty,	  quality	  jacket	  would	  pay	  a	  mean	  of	  172	  Euros.	  	  	  	  Moreover	  71%	  said	  they	  would	  definitely	  not	  buy	  the	  fashionable	  jacket	  with	  a	  price	  of	  750	  Euro´s	  or	  neither	  would	  they	  pay	  that	  much	  for	  the	  jacket	  in	  the	  experiment	  with	  the	  sporty	  description.	  Besides	  only	  8%	  would	  pay	  450-­‐600	  Euros	  for	  a	  jacket	  and	  this	  should	  be	  taken	  into	  consideration.	  However,	  one	  can	  assume	  that	  is	  not	  possible	  to	  meet	  the	  price	  preferences	  of	  all	  the	  customers	  within	  a	  target	  group.	  Consequentially,	  if	  8%	  within	  the	  segment	  would	  pay	  the	  price	  premium	  for	  the	  jacket	  –	  this	  might	  generate	  sustainable	  profits.	  Besides,	  over	  time,	  a	  majority	  within	  the	  segment	  might	  pay	  more	  when	  they	  can	  associate	  and	  relate	  to	  the	  brand.	  Additionally,	  over	  time,	  and	  with	  more	  experience,	  FC	  has	  more	  information	  to	  manage	  a	  better	  price	  policy.	  It	  is	  evident	  that	  if	  they	  charge	  a	  certain	  price	  that	  is	  low	  enough,	  they	  can	  more	  easily	  get	  a	  grip	  within	  the	  market.	  This	  is	  because	  if	  FC	  charges	  a	  higher	  price	  premium	  than	  the	  main	  competitors,	  they	  can	  end	  up	  in	  a	  niche	  segment	  that	  is	  narrower	  than	  desired.	  (Solberg:	  2009	  –	  386-­‐387)	  	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  101	  
	  	  	  In	  the	  strategic	  group	  analysis	  of	  competitors,	  we	  found	  that	  the	  main	  competitors	  charge	  a	  price	  between	  300	  –	  600	  Euros	  for	  their	  jackets.	  In	  conclusion,	  it	  is	  suggested	  that	  FC	  do	  not	  raise	  their	  current	  price	  at	  the	  French	  market	  and	  should	  not	  charge	  more	  than	  750	  Euros	  for	  their	  most	  expensive	  jacket	  when	  entering	  the	  French	  market.	  Their	  price	  premium	  for	  their	  most	  expensive	  jacket	  is	  justified	  by	  the	  fact	  that	  it	  has	  a	  hood	  with	  fur.	  Moreover,	  the	  jacket	  design	  that	  is	  most	  similar	  to	  the	  competitor’s	  collection	  should	  not	  cost	  more	  than	  600	  Euros.	  This	  is	  also	  in	  accord	  with	  the	  market	  trends	  in	  France	  today	  where	  the	  consumers	  are	  very	  price-­‐sensitive.	  The	  price	  suggestion	  is	  also	  close	  to	  the	  upper	  limit	  from	  what	  the	  strongest	  competitors	  are	  charging.	  This	  is	  also	  the	  case	  for	  Wild	  Roses	  that	  focus	  on	  differentiation	  and	  segments	  with	  clothing	  for	  active,	  sporty	  and	  feminine	  women.	  	  
 
 
21.2	  Product	  	  A	  product	  is	  produced	  to	  satisfy	  the	  needs	  of	  the	  purchaser	  may	  and	  should	  be	  evaluated	  in	  the	  context	  of	  the	  role	  it	  will	  play	  for	  the	  buyer.	  A	  company	  in	  many	  do	  not	  sell	  products,	  but	  solutions.	  Further,	  based	  on	  Kotler	  1994,	  the	  product	  is	  analysed	  with	  a	  four	  level	  division;	  (Solberg,	  2009)	  appendix	  4.2.	  The	  core	  product	  mirror	  the	  customer	  needs	  FC	  should	  cover,	  the	  physical	  product	  is	  the	  components	  that	  provides	  a	  function,	  the	  expanded	  product	  are	  the	  features	  and	  services	  included	  so	  it	  can	  be	  brought	  to	  the	  customer.	  Finally,	  we	  have	  the	  symbolic	  product	  and	  comprehend	  the	  brand,	  colour,	  packaging,	  quality	  and	  son	  on.	  	  We	  found	  the	  main	  features	  FC	  products	  should	  cover	  to	  meet	  the	  segment	  needs	  to	  be	  the	  following;	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21.2.1	  Core	  Product	  	  The	  product	  must	  meet	  the	  requirements	  for	  profit	  and	  the	  final	  buyer's	  need	  for	  status,	  appropriate	  functions	  and	  comfort.	  	  	  
21.2.2	  Physical	  product	  	  The	  product	  must	  have	  specifications	  in	  terms	  of	  sizes,	  flexibility,	  quality,	  design	  and	  component	  details	  that	  all	  together	  fulfil	  the	  requirements	  for	  the	  functions.	  	  	  
21.2.3	  Extended	  product	  	  The	  extended	  product	  level	  includes	  FC	  logistics,	  distribution	  and	  those	  production	  facilities	  that	  must	  be	  in	  order	  so	  FC	  can	  provide	  quality,	  function	  and	  design.	  The	  suggested	  hiking	  tours	  in	  the	  mountains	  in	  the	  product	  packaging	  and	  the	  personal	  messages	  from	  the	  designers	  behind	  FC	  are	  also	  a	  component	  of	  the	  extended	  product.	  	  	  
21.2.4	  Symbolic	  product	  	  Their	  trademark	  and	  brand	  will	  give	  the	  buyer	  confidence	  and	  signalize	  Image,	  status,	  quality	  and	  that	  their	  clothes	  are	  helpful	  tools	  for	  women	  pursing	  their	  dreams	  and	  goals.	  	  	  
21.2.5	  Logistics	  	  Logistics	  is	  a	  part	  of	  the	  total	  product	  customer	  requirements	  for	  delivery	  time,	  frequency	  and	  safety.	  	  We	  also	  consider	  this	  as	  a	  part	  of	  the	  product	  FC	  offer	  as	  it	  has	  direct	  implications	  for	  how	  FC	  should	  develop	  the	  logistic	  system.	  Logistics	  must	  be	  deliberated	  if	  FC	  expands	  their	  product-­‐portfolio,	  as	  they	  might	  need	  to	  rent	  a	  larger	  place	  for	  storage.	  FC	  provides	  transportation	  for	  the	  products,	  and	  make	  sure	  this	  is	  in	  accord	  with	  contractual	  details	  they	  have	  with	  retailers.	  International	  logistics	  is	  complex	  and	  FC	  must	  encounter	  many	  challenges	  on	  the	  way.	  The	  current	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global	  logistics	  systems	  are	  reliable	  and	  FC	  can	  easily	  observe	  where	  in	  the	  value	  chain	  the	  goods	  are	  situated.	  	  	  
21.2.6	  Cultural	  conditions	  in	  France	  	  The	  cultural	  conditions	  as	  we	  discoursed	  earlier	  have	  to	  do	  with	  how	  the	  market	  defines	  its	  own	  solutions	  to	  their	  needs.	  There	  are	  various	  options	  to	  deal	  with	  the	  cultural	  differences.	  It	  is	  suggested	  that	  FC	  adapt	  to	  market	  demands	  in	  France	  but	  this	  must	  not	  be	  on	  the	  expenses	  of	  the	  cultural	  content	  in	  the	  product;	  The	  Norwegian	  nature	  and	  heritage.	  The	  best	  solution	  should	  be	  keep	  the	  design	  and	  idea	  behind	  the	  product	  but	  adjust	  the	  context	  of	  the	  messages	  that	  come	  with	  the	  jackets.	  This	  means	  that	  it	  must	  be	  translated	  to	  French	  and	  enlighten	  background,	  ideas	  and	  inspiration	  behind	  the	  design.	  	  
21.2.7	  Technical	  restrictions	  	  FC	  must	  be	  aware	  that	  it	  product	  approval	  by	  the	  government	  due	  to	  standards	  can	  be	  time-­‐consuming	  and	  should	  be	  significantly	  prepared	  before	  the	  export.	  (Solberg,	  2009)	  It	  is	  noteworthy	  that	  ethical	  and	  environmental	  consciousness	  in	  France	  increases	  and	  FC	  ought	  to	  provide	  transparency	  in	  relation	  to	  their	  operations	  and	  that	  production-­‐methods	  meet	  certain	  standards	  	  
21.2.8	  Product	  lifecycle	  	  In	  relation	  to	  the	  findings	  in	  the	  BCG	  matrix,	  we	  have	  two	  choices	  of	  remaining	  customers	  in	  the	  products	  phase	  of	  growth,	  and	  we	  need	  to	  acquire	  new	  customers.	  FC	  should	  concentrate	  on	  spreading	  to	  new	  markets	  to	  extend	  a	  product's	  life,	  (Solberg	  2009).	  Appendix	  4.7.	  	  
21.2.9	  Product	  policy	  	  There	  are	  four	  possible	  product	  policies	  for	  FC;	  Ethnocentric	  product	  expansion,	  multi-­‐local	  product	  customization,	  global	  product	  customization	  or	  global	  product	  management.	  (Solberg,2009)	  We	  only	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  104	  
considered	  the	  ethnocentric	  product	  expansion	  and	  multi-­‐local	  product	  customization,	  as	  those	  are	  relevant	  to	  FC.	  	  	  
21.2.10	  Ethnocentric	  product-­expansion.	  First,	  the	  markets	  are	  somehow	  isolated	  from	  each	  other	  when	  it	  comes	  to	  competition	  and	  FC	  needs	  a	  standardized	  program.	  Hence,	  with	  the	  ethnocentric	  orientation	  policy	  the	  home	  market	  also	  define	  the	  product	  level	  in	  the	  foreign	  market.	  It	  is	  implicit	  in	  this	  orientation	  that	  if	  local	  requirements	  and	  standards	  in	  relation	  to	  the	  technical	  product	  it	  should	  be	  sufficient	  for	  exportation.	  Secondly,	  we	  assume	  that	  FC	  would	  move	  towards	  multi-­‐local	  product	  customization	  over	  time.	  The	  company	  will	  still	  have	  same	  constellation	  in	  international	  markets,	  but	  eventually	  they	  must	  get	  an	  investor	  and	  financial	  market	  activity	  inputs.	  Besides,	  the	  benefit	  with	  regard	  to	  the	  second	  policy	  is	  increased	  freedom	  within	  development,	  marketing,	  and	  positioning.	  	  The	  multi-­‐local	  adaptation	  policy	  requires	  a	  more	  standardized	  strategy	  call	  adapted	  ethnocentrism.	  In	  conclusion;	  in	  a	  defined	  niche	  position	  where	  the	  segment	  have	  the	  same	  attitudes,	  experience,	  reference	  points,	  etc.	  across	  the	  national	  boundaries;	  FC	  should	  position	  themselves	  the	  exotic	  aspect	  of	  the	  product	  and	  the	  Norwegian	  heritage.	  	  
	  
21.2.11	  Conclusive	  remarks	  The	  most	  important	  findings	  related	  to	  FC	  products	  in	  the	  survey	  were	  that	  quality	  is	  very	  important	  and	  products	  should	  provide	  comfort	  and	  appropriate	  functions.	  The	  fashionable	  and	  trendy	  details	  should	  someway	  be	  included	  in	  the	  design	  because	  the	  customer	  relates	  this	  to	  their	  self-­‐esteem	  and	  their	  appearances.	  Further,	  it	  is	  noteworthy	  that	  French	  habitually	  wear	  neutral	  colours	  and	  that	  FC	  should	  promote	  both	  neutral	  and	  bright	  coloured	  jacket	  in	  this	  market.	  	  In	  conclusion,	  FC	  have	  core	  product	  with	  no	  significant	  need	  for	  modification,	  nevertheless;	  the	  symbolic	  product	  and	  the	  descriptions	  should	  be	  modified	  with	  information	  in	  French.	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21.3	  Place	  
 The	  competitors	  distribute	  products	  from	  retailers	  in	  the	  ski	  resorts	  and	  the	  Rhône	  Alps	  surroundings.	  The	  respondents	  in	  the	  focus	  group	  said	  that	  	  
“word	  of	  mouth”	  implies	  that	  the	  stores	  in	  the	  ski-­‐resorts	  have	  the	  latest	  fashion	  and	  that	  their	  assortments	  is	  currently	  updated	  in	  accord	  with	  the	  trends.	  We	  recommend	  that	  FC	  also	  distribute	  through	  specialist	  stores	  in	  those	  areas.	  This	  is	  also	  based	  on	  the	  assumptions	  that	  the	  FC	  segment	  travel	  to	  concentrated	  places	  in	  the	  Alps	  to	  buy	  winter	  clothes.	  	  Moreover,	  The	  findings	  in	  our	  survey	  suggest	  that	  the	  customers	  prefer	  specialized	  stores	  when	  they	  buy	  winter	  clothes	  and	  sports	  wear	  because	  they	  perceived	  as	  retailers	  with	  higher	  quality	  products.	  	  	  Conversely,	  the	  competitors	  distribute	  through	  online	  retailers	  and	  Internet	  their	  homepage	  retail-­‐store.	  FC	  should	  launch	  an	  online	  retail	  stores	  with	  three	  different	  languages;	  French,	  English	  and	  Norwegian	  so	  that	  that	  international	  customers	  can	  navigate	  and	  purchase	  the	  product.	  Finally,	  as	  recommended	  in	  the	  entry	  strategy,	  FC	  should	  distribute	  in	  France	  through	  Internet	  distribution	  because	  one	  can	  assume	  that	  not	  all	  of	  their	  customers	  in	  the	  segment	  have	  possibilities	  to	  travel	  and	  purchase	  from	  special	  stores	  in	  the	  Rhône	  Alps	  area.	  In	  conclusion;	  FC	  should	  select	  distribution	  retailers	  to	  distribute	  in	  the	  Rhône	  Alpes	  and	  at	  the	  ski-­‐resorts	  whereas	  the	  competitors	  are	  established.	  (	  http://www.learnmarketing.net)	  
	  
21.4	  Promotion	  
	  The	  term	  marketing	  communication	  means	  that	  FC	  must	  create	  a	  demand	  for	  their	  products.	  (Solberg;	  2009)	  Branding	  and	  awareness	  of	  the	  brand	  is	  important	  to	  generate	  profits	  and	  FC	  must	  justify	  why	  the	  customer	  should	  pay	  more	  for	  their	  brand	  than	  something	  less	  expensive.	  The	  selection	  of	  market	  segments,	  product	  offerings,	  pricing	  and	  distribution	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channel	  represents	  components	  of	  market	  communication.	  Hence,	  the	  components	  define	  how	  FC	  should	  design	  the	  promotion	  and	  market	  impact	  and	  position	  themselves	  among	  existing	  and	  potential	  customers.	  Further,	  the	  tools	  of	  how	  to	  impact	  the	  market	  should	  be	  coordinated	  and	  one	  can	  choose	  from	  several	  communication	  channels.	  Conversely	  we	  will	  only	  consider	  the	  relevant	  channels	  for	  FC	  based	  upon	  their	  size,	  financial	  situation	  and	  segment.	  	  	  In	  France	  we	  recommend	  advertisement	  through	  magazines,	  newspapers	  and	  Internet.	  Creating	  promotional	  measures	  such	  as	  different	  giveaways,	  store	  material	  and	  brochures	  when	  they	  launch	  the	  product	  can	  generate	  important	  attention	  towards	  the	  brand.	  Moreover,	  the	  measures	  of	  short-­‐term	  goals	  should	  be	  a	  promotional	  campaign,	  repeated	  advertising	  in	  the	  long-­‐term	  perspective	  increase	  market	  awareness	  and	  loyalty	  to	  the	  company.	  (Solberg,	  2009)	  Also,	  public	  relation	  management	  with	  PR	  in	  different	  media	  articles	  creates	  positive	  attention.	  A	  marketing	  budget	  for	  export	  and	  a	  “push”	  strategy	  with	  marketing	  channels	  directly	  and	  indirectly	  position	  the	  company	  among	  existing	  and	  potential	  new	  customers.	  	  Most	  importantly	  for	  FC	  today	  is	  to	  create	  brand	  awareness	  and	  word	  of	  mouth	  marketing.	  (Solberg,2009)	  Further,	  FC	  must	  not	  forget	  the	  necessity	  of	  local	  condition	  adaptation.	  De	  Mooiji(1994)	  argues	  that	  adaptation	  can	  be	  divided	  into	  three	  important	  considerations:	  Analysing	  the	  most	  important	  cultural	  aspects,	  find	  the	  most	  appropriate	  approaches	  that	  can	  be	  used	  and	  make	  sure	  this	  does	  not	  cause	  unsustainable	  costs	  for	  FC.	  (Solberg	  2009:).	  	  	   The	  proposal	  for	  a	  promotion	  strategy	  is	  illustrated	  after	  the	  conclusive	  remarks.	  This	  proposal	  should	  be	  used	  as	  a	  guide	  for	  promotion	  in	  France	  and	  includes;	  short	  and	  long-­‐term	  communications	  goals,	  and	  channels	  that	  generate	  market	  attention	  and	  thus	  increased	  sales..	  A	  major	  group	  of	  customers	  in	  France	  purchases	  from	  online	  distributors	  Internet	  in	  general.	  Moreover.	  Internet	  is	  a	  platform	  and	  a	  communication	  channel	  FC	  should	  focus	  on	  and	  it	  can	  be	  managed	  easily	  from	  Norway.	  	  It	  is	  also	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worth	  mentioning	  that	  the	  promotion	  should	  be	  more	  aggressive	  during	  the	  winter-­‐season	  because	  FC	  today	  only	  produces	  one	  collection	  each	  year.	  (Solberg:	  2009)	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21.5	  Communication	  channels	  and	  and	  choice	  of	  channels	  in	  
France	  .	  	  
	  
	  
Representation	   Directly	  to	  the	  customer	  
Competition	   FC	  are	  small,	  and	  most	  likely	  
Invisible	  for	  the	  competitors	  
Short-­	  term	  goals	   • Create	  image	  and	  brand	  awareness	  
Long-­term	  goals	   • Brand	  loyalty	  
• Sustainable	  Image	  
• Increased	  influence	  and	  sales	  	  
• Positioning	  
• Differentiation	  
• Positive	  attitudes	  and	  word	  of	  mouth	  marketing	  
Promotion	  campaigns	   • Entry	  campaign	  through	  reduced	  prices	  	  
• Give	  aways”	  
• Brochures	  
Public	  Relations	   • Media	  articles	  
• “Push”	  strategy	  at	  exhibitions	  
• PR	  and	  coordination	  through	  branding	  in	  the	  stores	  	  
• Sponsorship	  of	  small	  events	  
Communication	  channels	   • Internet	  advertisement	  
• Magazines;	  Elle,	  Cosmopolitian,	  Marie-­‐Claire	  
• Word	  of	  Mouth	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 22.   Conclusion of the project 
 
In order to make a valid conclusion we will first consider the research problem; 	  
“What	  is	  Fleischer	  Couture’s	  market	  potential	  in	  the	  French	  Alps?”	  	  First,	  we	  identified	  the	  opportunities	  for	  Fleischer	  Couture	  in	  the	  French	  Alps	  with	  methodology	  and	  literature	  analysis.	  The	  findings	  from	  the	  macro-­‐environment	  said	  that	  easier	  communication,	  transport	  and	  technology,	  outsourcing	  of	  production	  and	  trade	  liberalization	  has	  made	  export	  easier.	  We	  see	  that	  FC	  has	  external	  and	  internal	  opportunities	  to	  generate	  more	  profit	  and	  attract	  investment.	  With	  a	  focus	  towards	  key	  strategically	  issues	  FC	  should	  overcome	  their	  weaknesses	  and	  threats.	  	  Moreover,	  the	  decreasing	  purchasing	  power	  has	  changed	  the	  French	  attitude	  towards	  brands.	  Products	  from	  specialist	  stores	  are	  not	  considered	  as	  routine	  purchases	  because	  they	  offer	  pleasant	  experiences	  and	  added	  value.	  This	  applies	  to	  FC	  because	  they	  differentiate	  themselves	  with	  niche	  products	  that	  are	  distributed	  through	  specialist	  stores.	  	  	  The	  increasing	  focus	  on	  tourism	  in	  the	  Rhône-­‐Alps	  creates	  opportunities	  for	  FC	  to	  distribute	  through	  specialized	  stores	  in	  the	  ski-­‐resorts.	  We	  see	  that	  there	  is	  a	  concentration	  of	  women	  FC	  can	  target	  in	  this	  region.	  	  In	  the	  segmentation	  we	  see	  that	  the	  typical	  FC	  women	  needs	  functional	  clothing	  with	  high	  quality,	  value	  and	  trendy	  details.	  Fleischer	  Couture	  has	  a	  differentiation	  strategy	  and	  target	  customers	  with	  niche	  products.	  	  	  The	  capability	  FC	  has	  to	  day	  with	  regard	  to	  financial	  resources	  require	  that	  the	  owners	  and	  management	  have	  control	  over	  the	  activities	  in	  the	  value	  chain.	  We	  recommend	  that	  FC	  should	  attract	  an	  Investor	  and	  enter	  France	  with	  an	  agent	  because	  they	  have	  knowledge	  and	  network.	  The	  agent	  only	  participates	  in	  promotion,	  sales	  and	  marketing	  activities.	  Also,	  the	  agent	  should	  be	  the	  link	  between	  FC	  and	  possible	  retailers	  so	  FC	  find	  their	  niche	  in	  the	  market	  and	  differentiate	  themselves	  from	  their	  competitors.	  The	  French	  consumer	  trends	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1.3 Coat	  with	  hooded	  fur.	  *Also	  used	  in	  the	  causal	  experiment	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Limited	  Edition	  –	  Numbered	  from	  1-­300	  
Price	  750	  Euros	  
	  	  	  	  
1.3 Down	  Jacket	  –	  Limited	  Edition.	  Numbered	  from	  1-­300	  
Price;	  600	  Euros	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
	  
1.4 Base	  layer	  products	  produced	  in	  silk	  and	  merino-­wool.	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Blue	  sweater;	  85	  EURO,-­	  
Scarf;	  185	  EURO.-­	  
Socks;	  45	  EURO,-­	  
	  	  	  
	  	  	  
	  
2.0	  Focus	  group	  summary	  	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  118	  
	  For	  the	  focus	  group	  interview	  we	  wanted	  at	  least	  6	  participants	  from	  a	  representative	  group.	  We	  simply	  asked	  6	  female	  friends	  if	  they	  wanted	  to	  participate	  in	  a	  focus	  group,	  helping	  us	  with	  our	  bachelor	  thesis.	  	  They	  received	  a	  hat	  designed	  by	  Fleischer	  Couture	  for	  their	  participation	  and	  to	  show	  our	  gratefulness.	  We	  created	  several	  questions	  in	  advance	  mainly	  regarding	  shopping	  habits,	  important	  personal	  aspects	  with	  clothing	  and	  other	  socio	  –	  cultural	  questions.	  It	  was	  important	  for	  us	  before	  and	  during	  the	  focus	  group	  not	  to	  inform	  any	  of	  the	  participants	  what	  type	  of	  product	  or	  company	  we	  discussed.	  This	  is	  because	  we	  interview	  we	  revealed	  the	  type	  of	  company	  and	  showed	  the	  clothing	  they	  provide.	  
	  
The	  participants:	  The	  focus	  group	  consisted	  of	  six	  female	  participants	  between	  the	  age	  of	  20	  and	  28	  years.	  Their	  country	  of	  origin	  was:	  3	  from	  France,	  1	  from	  Canada	  and	  two	  from	  Saudi	  Arabia.	  All	  of	  course	  had	  lived	  in	  Grenoble	  for	  a	  longer	  period	  of	  time.	  
	  
Date	  of	  execution:	  Wednesday	  11.04.2012	  
	  
Location:	  For	  the	  location	  of	  the	  focus	  group	  we	  booked	  a	  room	  at	  Grenoble	  Graduate	  School	  of	  Business,	  because	  it	  facilitates	  good	  conditions	  for	  holding	  a	  proper	  discussion.	  Further,	  all	  of	  our	  participants	  were	  students	  at	  GGSB,	  also	  making	  the	  choice	  of	  location	  easier.	  Important	  factors	  when	  choosing	  a	  location	  for	  this	  type	  of	  discussion	  are	  the	  possibility	  of	  holding	  a	  good	  conversation	  where	  every	  participant	  can	  see	  both	  each	  other	  and	  us	  as	  leaders	  in	  the	  eyes	  when	  talking.	  The	  school	  classrooms	  are	  perfectly	  designed	  for	  this	  manner.	  	  
	  	  	  	  
Recording:	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Hence	  to	  the	  later	  analysis	  of	  the	  conversation	  we	  recorded	  everything	  with	  a	  film	  camera.	  Making	  it	  possible	  for	  us	  to	  find	  the	  important	  details	  of	  the	  conversation	  on	  a	  later	  stage.	  The	  recording	  was	  of	  course	  cleared	  with	  every	  participant	  in	  advance	  of	  the	  interview.	  
	  




• How	  often	  do	  you	  buy	  clothes?	  
• 	  What	  kind	  of	  clothes	  do	  you	  buy	  more	  often?	  
• 	  What	  kind	  of	  clothes	  do	  you	  buy	  maybe	  once	  a	  year	  or	  more	  rarely?	  
• 	  What	  kind	  of	  stores?	  
• 	  Does	  it	  vary	  after	  season?	  
• 	  Do	  you	  buy	  clothes	  most	  often	  because	  you	  really	  need	  it	  or	  is	  it	  more	  impulsive?	  
• 	  Is	  there	  any	  difference	  in	  your	  criteria	  when	  you	  buy	  clothes	  at	  wintertime	  and	  the	  summer?	  
	  
	  	  	  	  	  	  	  	  	  	  	  	  
Main	  questions:	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• 	  The	  first	  we	  want	  to	  know	  is	  what	  recognize	  the	  winter	  clothes	  young	  women	  are	  wearing?	  
• 	  From	  your	  own	  opinion	  –	  do	  you	  see	  something	  in	  common	  in	  the	  clothes	  women	  are	  wearing?	  
• 	  What	  do	  you	  think	  is	  the	  most	  important	  features	  when	  they	  buy	  need	  clothes?	  
• 	  Does	  this	  vary	  from	  what	  type	  of	  clothing	  it	  is?	  




• 	  Do	  you	  do	  shop	  alone?	  	  	  
• 	  How	  much	  would	  you	  be	  willing	  to	  pay	  for	  clothing	  if	  you	  need	  it	  from	  a	  scale	  between	  50	  –	  600	  Euros?	  
• 	  What	  do	  you	  like	  to	  do	  during	  your	  spare	  time?	  
• Do	  you	  do	  shop	  by	  yourself	  or	  with	  other?	  	  	  	  	  
Our	  roles:	  
	  Facilitator	  number	  one	  was	  Marius	  who	  worked	  mainly	  as	  the	  head	  speaker	  of	  the	  focus	  group,	  giving	  information,	  asking	  the	  questions	  and	  guiding	  the	  participants	  towards	  the	  wanted	  discussion.	  He	  also	  made	  assure	  that	  the	  participants	  did	  not	  get	  out	  off	  hand	  during	  the	  conversation.	  Marius	  was	  also	  controlling	  the	  filming	  of	  the	  interview.	  
	  Karen	  was	  ahead	  of	  the	  notes	  during	  the	  session,	  summed	  up	  the	  discussion	  after	  it	  was	  finished,	  as	  well	  as	  assisting	  in	  the	  leadership	  of	  the	  conversation.	  	  Finally,	  Karen	  was	  in	  charge	  of	  asking	  additionally	  questions.	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Timetable	  of	  focus	  group:	  	  0-­‐5	  min:	  Introduction	  and	  information	  10-­‐25	  min:	  Probing	  questions	  25-­‐55	  min:	  Main	  questions	  55-­‐1	  h	  15	  min:	  Additional	  questions	  1	  h	  15	  min	  –	  1	  h	  25	  min:	  Information	  of	  company	  and	  ending	  of	  session	  with	  handing	  out	  hats.	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3.0	  Summary	  important	  findings	  questionnaire	  Mean	  age:	  25	  Respondents:	  Several	  countries	  Number	  of	  respondents:	  54	  
	  Experimental	  part:	  	  1.	  What	  do	  you	  think	  of	  the	  quality	  of	  the	  product?	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  3.	  Now	  consider	  that	  this	  jacket	  cost	  750	  Euros,	  if	  you	  need	  to	  buy	  a	  new	  winter	  jacket,	  what	  would	  be	  your	  intention	  to	  buy	  it?	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  7.	  I	  care	  about	  others	  opinion	  of	  what	  is	  trendy…	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  13.	  It	  is	  important	  that	  my	  winter	  clothes	  are	  trendy	  






	  14.	  I	  think	  most	  people	  buying	  clothes	  in	  the	  ski	  resorts	  are…	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4.	  1	  ACE	  –	  Model	  	  
	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  4.2	  Kotler’s	  concept	  of	  the	  product	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  4.3	  Strategic	  capabilities	  and	  Core	  competence	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«Piggy back» Agent 
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4.6	  BCG	  -­‐	  Matrix	  
	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  4.7	  Product	  life	  cycle	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4.8	  Stakeholder	  mapping	  	  




Keep satisfied Manage closely
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4.9	  Cultural	  web	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  













- Inspire girls to use
the nature
- Fashion and sporty
- Limited edition
- Quality and inspired
by nature and environment
- Care about the nature
- Protect the nature and
use it for what its worth
- Sporty and active
- Routines reflects their
beliefs
- Down to earth
- The two owners where
their own clothing in bright
colours to reflect their
image
- Flat informal structure
- Owners as well as the 
managers
- Organic
- Share of information
- Based upon teamwork
- Cost controlled
- Customer billed for
their order
- Quality emphasized
- Get work done
- The best product for
as little direct cost as
possible
- Owners have the real
power and influence the
decisions
- Middle profit model
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  135	  
5.1	  PESTEL	  –	  Analysis	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6.1	  SWOT	  –	  Matrix	  
	  	  	  7.	  1	  Bowmans	  Strategy	  Clock:	  
	  	  7.2	  Nine	  strategic	  windows	  
S W
O T
- Strong control of business
- Knowledge from every aspect
- Marketing
- Easily adaptable
- Niche in the market, differentiation
- Limited resources, both capital and 
  time
- No core competence to take
  advantage of
- No knowledge of how to do 
  business internationally
- Increasing focus on environment
- Getting an investor
- Focus on tourism in France
- Globalization and internationalization
  within fashion and trade
- Expand to sub - products
- Trend towards internet shopping
- Free trade area within EU/EEC
- Many competitors and substitutes
- Recession in Europe
- Culture differences
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  7.3	  Export	  through	  Agent	  	  














































Distribution/retailers Marketing and sale
Transportation
and logistics
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  7.5	  Map	  of	  competitors	  and	  differentiation	  possibility	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7.6	  Pricing	  in	  different	  strategic	  situations	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